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Lifelike color in every scene 








‘The Known Factor 
in Color 


Film experts Anow they can depend upon CoLor by Pathé tor— 


e uniformly high quality 
e unmatched service organization 


° competitive pricing 


In the past year, PathécoLor was used by: 
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PELICULAS-MEXICANAS WARNER BROS. AMERICAN RELEASING CORP. 


CALL OR WRITE: 


FA, Md Laboratories, Inc. 


HOLLYWOOD NEW YORK 
6823 Santa Monica Blvd. 105 East 106th Street 
HOllywood 9-3961 TRafalgar 6-1120 


P Bi f ppp Laboratories, Inc., is a subsidiary ofp CHESAPEAKE INDUSTRIES, INC. 








How to make a 
Sales-Training Film that actually 


INCREASES SALES 


Why does one motion picture or slide film used to train salesmen markedly 


improve their performance, while another has little effect? 


Caravel's years of experience in this field shows that for consistent high- 


level results with sales-training films, four major factors of production 


need to be stressed. 


These factors of production... 


FIRST-HAND CONTACT WITH SALESMEN 
gives the creative producing staff the “feel,” as well as the 
facts, of the client's selling problem. 


AN IMAGINATIVE SCRIPT that entertains while 
it instructs is the basic step toward a picture that sales- 
men want to look at. 


ABSOLUTE REALISM in the portrayal of salesmen 
and their customers takes top-notch direction and acting, 
and scrupulous attention to detail. 


A NO-PUNCHES-PULLED ANALYSIS of the 
salesman’s real and difficult problems is essential in mak- 
ing a film that he respects and responds to. 


Results like these... 


*. . . appreciated very much the intelligent interest you 
people showed in grasping our problem and interpreting 
the story we wanted to tell.” 


Fuller Brush Company 


**We believe the Kenwood picture is one of the best, if 
not the best product-sales-training film ever made.” 
Associated Merchandising Corp. 


"The reaction of the real-life salesman who sees the film 
seems to be, “He does a terrific job of selling. 'm going 
to use that approach myself.’ 

Clinton Foods, Ine. 


**Many verbal comments from salesmen and dealers as- 
sure us of another hit.” 


Socony-Vacuum Oil Company 


BEFORE YOU MAKE YOUR NEXT SALES-TRAINING FILM, READ CARAVEL’S BROCHURE, 
THE MOTION PICTURE AS A SALES TOOL. WRITE FOR IT TODAY. NO OBLIGATION. 








CARAVEL 


730 FIFTH AVENUE 








FILMS, INC. 


NEW YORK 19, N. Y. 






















Pertect balance ...o/ skilled operating technicians, specially designed equipment, and 


constant laboratory research maintains Precision leadership in the field of film processing. 


Electronic Printing, for example, illustrates the results of Precision’s continuing search for 









improved ways to serve leading producers, directors, and cameramen. This important Maurer 
development in the printing of optical sound from magnetic original is installed at Precision 
for kinescope and other recording direct to the optical track. 





In everything there is one best...in film processing, it’s Precision. 


BOAGOEL 0 ¥ 
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BELL & HOWELL 








FILMOSOUND 202 promotes better business! With this magnetic recording pro- 
jector, you can make your own sound movies easily, inexpensively. All you do is 
record right on film. To adapt message to new audience, simply change sound track. 


Five ways to strengthen 
your communications... 





HONORARY ACADEMY AWARD 1954 

To Bell & Howell for 47 Years BELL & HOWELL JAN shines in audi- 
of Pioneering Contributions ‘ ‘ . . 
to the Motion Picture Industry toriums, throws twice as many light units 


as a standard 1000-watt, 25-hour projector. 
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FILMOSOUND 285, the easy-to-use pro. BELL & HOWELL “MIRACLE 2000" TDC STEREOTONE tape recorder com- 
jector you can count on for natural, flutter- tape recorder brings honest fidelity and full _bines portability with quality performance 
less sound and clear, flickerless pictures. frequency range to your conference room. features —10” speaker, three-motor-drive. 


Write for full details, Bell & Howell, 7108 McCormick Road, Chicago 45. In Canada: Bell & Howell, Limited; Toronto, Ontario. 
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DUOLITE | 


16 mm. Projector 


NEW {5 











i SHOW MOVIES IN LIGHTED ROOMS 





« « « Save Darkening Costs 


Technical Service, Inc. announces a 
new model sound projector de- 
signed exclusively for use in lighted 
—or hard to darken—rooms.. . 
PLUS all the features of regular 
projection. A TV-size screen is 
built into the projector for daylight 
viewing of 16 mm. films. For larger 
audiences the same projector can 
be adapted to projection on any 
standard screen by a mere flip 
of the: wrist. 


This is a complete new concept 
in 16 mm. projection. The TSI— 
Duolite is the first projector that 
offers both the self-viewing pro- 
jection feature and the standard 
type projection on a separate 
screen. When utilizing the self-pro- 
jection screen, you eliminate all 
need for a separate screen and for 
darkening of the room with ex- 
pensive drapes and curtains. The 





i | Technical Service, Inc. 


brilliant image permits showing of 
color or black and white films in 
any lighted room without loss of 
picture quality. Only with the TSI— 
Duolite do you get these double 
projection advantages. 


The Duolite projector combines all 
the picture and sound clarity of the 
well-known DeVrylite projector 
with the TSI Suitcase type projector 
that has been so well accepted by 
industry for many years. 


Best of all, you'll find that the price 
is right for this remarkable new 
projector. Maintenance and serv- 
ice costs are extremely low as well. 
The Duolite is the quality DeVrylite 
projector throughout, built for 
years of service. You'll find the dual 
projection feature to be econom- 
ical, convenient and extremely 
adaptable for your use. 


DEPT. ¢ 
30865 Five Mile Road -« Livonia, Mich, 


Canadian Distribution: S. W. Caldwell, Lid., 447 Jarvis Street, Toronto 5, Ontario 


Foreign Distribution: 
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Please send me. without obligation, complete information | Htuatatle on a 
on your new TSI-Duolite projector featuring dual projection. ; Telephone: DUnkirk 7-2281 
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color-correct* 
prints @®ese*# 


You'll also Quality conscious? Byron color-correct* prints are 
have production harmony : , 
every time you schedule what you want. Get duplicate prints processed 


these Byron 16mm facilities: with exacting fidelity — color prints in balance that 

script 

art retain all their natural beauty with full depth and 

titling 

animation clarity. Color-correct* is a Byron exclusive, the result 

editing ‘ ; 

sound effects of many years of engineering research and development 

recording 

location photography 

music library 

sound stage 

complete black-and-white 
laboratory facilities 


precision magnetic striping Time important? Try our 8-hour service. 


by a pioneer laboratory — staffed by master craftsmen 
— working with the finest equipment at top level 


efficiency. Choose the leader in the 16mm color field. 





by ron Studios and Laboratory 


1226 Wisconsin Avenue, N.W., Washington 7, D.C. DU pont 7-1800 
*Reg. U.S. Patent Office 


PRACTICALLY EVERY 16MM FILM PRODUCER IN THE WESTERN HEMISPHERE IS A CLIENT OF BYRON 
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SLIDE-FILM 


PRODUCERS 





WE BEGIN WITH YOUR 
e sound 


DONE IN OUR STUDIOS OR YOURS) 
AND END BY PROVIDING YOU WITH THE 
e finest 
e slide-film pressing 
e in the industry 


we ff Music 
supply J SOUND EFFECTS 
all J SIGNALING * (ESI) 
—> MASTERING 
or [PROCESSING 
any {PRESSING ** 
part ff} PACKING & SHIPPING 


*ELECTRONIC SIGNAL INSERTER AN 
EXCLUSIVE DEVICE DEVELOPED BY US 
FOR PERFECT SIGNAL PLACEMENT. 


**PURE RED VINYLITE RECORDS 
DISC recording - masters 
processing - pressing 


TAPE recording - editing 
assembly 


FILM recording - re-recording 
transferring - interlocking 


write or phone for 


Special Producers Price List 


UNIVERSAL RECORDERS 


6757 HOLLYWOOD BLVD. 
HOLLYWOOD 28, CALIF., HOllywood 39-8282 





TRENDS IN THE NEWS 


OF BUSINESS AND SPONSORED PICTURES 


OT WEATHER and hot news from Geneva 
H to Hongkong and beyond made an event- 

ful summer which saw the current busi- 
ness cycle continuing with unabated optimism. 
City dwellers east and west fried along with the 
producers of television package films (struck in 
August by members of the Screen Actors Guild) 
but the cool breezes and strike’s end came in 
plenty of time. 

So the SAG people will have more dough for 
their new headquarters building out Hollywood 
way and the advertisers-turned-showmen will 
pay another tidy sum for this coming season’s 
entertainment fare. What this business needs is 
a Hoover Commission on television film costs at 
the SAG level, including tv commercials. Business 
itself, the sponsors who pay the bills, that is, 
never seem to sit in on these bargaining sessions. 
Let’s hope the shadow of their Budget Cuts in- 
trude once in awhile. 

The Screen Actors have a fancy new booklet 
out among their new-found members, explaining 
the whole business, traditions of the craft, ete. 
If Mr. Pidgeon’s presence can make an actor 
out of the guy who points to those cigarette 
filters, more power to him. The early history of 
SAG was replete with talent but not today. All 
you have to do to qualify as an actor now is to 
point at the jar twice on Ma Brown’s Pickle pro- 
gram and you're in or youre out of television 
henceforth. 

We're kidding, of course, ‘cause it ain't quite 
that easy. You also have to pay dues and live up 
to the Code. (That’s French for reporting how 
much you’re making.) But the current howl, now 
that SAG has won the battle of television film 
package “repay for replay,” is against making 
tv commercials out of the U.S. 

SAG has organized the West Coast film craft 
unions to protest this sinful maneuver on the part 
of Sterling Drug. It’s so urgent they might even 
have to bring out some of their Top Talent like 
Errol Flynn, Greg Peck, Ava Gardner and a few 
hundred other actor guys and gals who have 
been capitalizing themselves into foreign picture 
production operations in Italy, France, England, 
Germany and Timbuctoo. This is Different, of 
course, and to be lamented, especially since the 
principals in that effort are leading members of 
the talent guild which frowns on business doing 
as IT pleases. 


* cs ad 


Here’s a Good “Do It Yourself” Idea — 


* Leading off a new products story in the No. 8. 
Vol. 15 (Equipment Review) issue of Business 
SCREEN was the suggestion that: “If conspicu- 
ously armed with new undersized photo and 
recording equipment, today’s salesman or market 
researcher can function as a one-man audio- 
visual department.” 

An exemplary echo of this a-v solo idea in 
action is reported by Harry Martin in a recent 
issue of Rerartinc Datty. Says Martin: 

“It seems there’s a buyer out in the Midwest 
who worried that his salespeople were never 
exposed to the market excitement, the market 


(CONTINUED ON PAGE SIXTEEN) 











FOR 


“LIFETIME” 


REELS & CANS | 





Compco reels and cans offer you more plus value 
than any other! They combine an unusual durable 
quality with an attractive scratch resistant enamel 
finish that puts them in a class by themselves! 
They're the only reels manufactured under “‘pre- 
cision control’ methods. Made of tempered, spring 
type steel, with die-formed sides—they won't warp, 
bend or twist and completely eliminate _film- 
wearing rubbing during projection and rewinding. 
Whether you’re storing, shipping or showing— 
Compco reels and cans give you that “safe for 
life’ protection your precious films need. Insist on 
Compco for the finest in reels and cans. 


COMPCO CORPORATION 


2275 W. St. Paul Ave., Chicago 47, Illinois 
P| 
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RAPID GRIP and M 


LIMITED 


FILM PRODUCERS 
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MOTION PICTURE DIVISION 


1640 the QUEENSWAY 
TORONTO 14, ONTARIO 
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UNIVERSAL LANGUAGE 
Pi roductdo Pi OF: Because American business films are an impor- 
“Kapha db, Voy 


tant influence in shaping world opinion and in fos- 

gaat tering better understanding between free people 
everywhere, we are proud of our many produc- 

tions which have been distributed internationally. 

r Fphaal S, Voy Whereas narrations have been translated into as 
..-Taratinc’an has! edilm is many as 17 tongues, the pictures themselves need 
no translation to deliver their full effectiveness. 


They are the universal language. 
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STUDIOS, INC. STUDIOS, INC. 
HOLLYWOOD + NEW YORK + CHICAGO + DETROIT 
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MOVIELAB 


WALI 


is our business 
Jr 
VARIG PATE 
Service 
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ROUND -THE- CLOCK SERVICES 
Negative Developing 


First Print Department 


Ultra Violet and 
Flash Patch Printing 


16mm and 35mm 
Release Printing 


Kodachrome Printing 


63 Editing Rooms 
SPECIAL TV SERVICES 


For Color it’s 


| 


| 
eeeeeeeeeeeeee. 


Now 
Celebrating 
Our 25th 
Anniversary 


FILM LABORATORIES, INC. 


619 West 54th Street, New York 19, N. Y. JUdson 6-0360 


| 
| 





Bell & Howell Earnings Up 

as June Sales Break a Record 
* Consolidated net earnings of the 
Bell & Howell Company for the sec- 
ond quarter of 1955 were $429,399, 
according to a report by Charles H. 
Percy, president. The company’s 
earnings per share were 8lc. Net 
earnings for the same period last 
year were $306,114 or 56c per 
share. 

Earnings before taxes for the 
second quarter were $900,799 com- 
pared with $634,972 in 1954. For 
the first six months of 1955, earn- 
ings after Federal income taxes 
were $700,037 or $1.28 per share, 
against $553,281 or $1.00 per share 
last year. Earnings before taxes 
were $1,419,737 compared with 
$1,132,139 for the first six months 
of 1954. 

Sales were ahead of last year in 
the second quarter but were about 
comparable for the six months 
period. (The company customarily 
does not release quarterly sales 
figures.) First quarter sales were 
affected by a change in the mer- 
chandising of products of the TDC 
Division (Three Dimension Com- 
pany, purchased by B & H in Janu- 
ary, 1954) from indirect selling to 
direct selling by Bell & Howell’s sales 
organization. This resulted in the 
liquidation of distributor stocks and 
the return of inventory to Bell & 
Howell. 

Percy said that sales in June “ex- 
ceeded any month in the history of 
the company.” He attributed in- 
creased earnings to: 1—a reduction 
in low-profit sales to the government 
offset by increased commercial 
photographic sales; 2— increased 
operating efficiency brought about 
by a long-range program for im- 
provement in procedures and meth- 
ods. 

A change in the amortization 
policy (not reflected in the first 
quarter and six months figures for 
1954) had the effect of increasing 
net income for the first six months 
of 1955 by approximately $50,000. 

Percy predicted that the favorable 
earnings trend will continue in the 
third and fourth quarters and that 
1955 sales should at least equal last 
year’s record $40.7 million. He 
added that sales in the last quarter 
will be augmented by shipments of 
the company’s newly announced line 
of high fidelity phonograph, radio 
and tape recorder instruments to 


start in September. 
*” a * 


duPont Puts Cronar Polyester 
Base in Production This Fall 

* “Cronar,” the polyester photogra- 
phic film base developed by E. I. 
duPont de Nemours & Company, 
was described in a special report 








. - » good business ahead says 





B&H President Charles Percy. 


presented at the Industrial Photo- 
graphic Conference, held in Chi- 
cago in conjunction with the Pho- 
tographers’ Association of America 
Annual Convention, August 15-19. 

John M. Centa, duPont chemist 
in charge of field evaluation of 
Cronar-based photographic prod- 
ucts, discussed the performance of 
polyester base in special roll usages, 
such as in Fastax and 70mm mili- 
tary aerial strike cameras. He also 
reported on the experimental use of 
Cronar base only 2% mils thick. 
Conventional cine base is 5 mils 
thick. 

Produced in experimental quanti- 
ties for approximately three years, 
Cronar polyester photographic film 
base is expected to be in production 
at a full scale plant at Parlin, New 
Jersey, early this fall. More than $6 
million and eight years of research 
have gone into development of the 
new film base, according to the com- 
pany. 

Graphic arts films and those for 
cine use will be the first products 
converted to the new polyester base. 
A 12-page technical data booklet 
giving performance information 
about polyester-based Photolith 
graphic arts film is available with- 
out cost from the duPont Photo 
Products Department, Wilmington 
98, Del. 

at * * 
Compco Readies Sales Plans; 
Announce Fischer Retirement 
#S. J. Zagel, president, Compco 
Corporation, Chicago, announces 
the retirement of H. A. Fischer, 
sales manager of the Photographic 
Division. Mr. Fischer, who was with 
Compco for the past ten years, has 
moved to Florida where he is open- 
ing an A-V dealership. 

Mr. Zagel will make announce- 
ments of new items, new sales pro- 
motion plans, and the appointment 
of a new Photographic Division 
sales manager in the very near 
future. 
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Pioneer Manufacturer Stars Color Picture, 
“The Second Hundred Years,” to Celebrate 
Its Centennial in Nationwide Gatherings 





CRANE CO 
a 


WILDING 


es FourtH, 1955, Crane 
Co. celebrated its one hundredth birthday, and the 
star of the party was a motion picture in 35mm East- 
man color, written and produced by Wilding. ‘The 
Second Hundred Years’’ dramatizes company growth 
in its first century. Our crews visited the many Crane 
plants where more than 40,000 products are manu- 
factured. On our Chicago stages we recreated with 
attention to accurate detail the first Crane plant, a 
home of 1855 and the office of H. T. Crane in 1871. 
Comparison of crude methods of a hundred years ago 
with the vast operations today (see pictures) give vivid 
reality to a century of progress by Crane. The picture 
is being shown to employees and dealers in nation- 


wide meetings; TV showings will follow. 


CHICAGO NEW YORK CINCINNATI ST. LOUIS © 


Sali DETROIT CLEVELAND PITTSBURGH HOLLYWOOD 














9 


HOLLYWOOD 
FIL.M ae PANY 


—— 


precision film editing Wiivaet— 








Manufacturers and 
Distributors of: 


Bloop Punches 

Cans, Film Strip 

Editing Tables 

Film Bins 

Film Racks 

Flanges 

Film Editing Gloves 
Leader Stock, 16 & 35 mm 
Measuring Machines 
Plastic Cores, 16 & 35 mm 
Reels, 16 & 35 mm 

Reels, Non-Magnetic 

Split Reels 

Rewinds 

Sound Readers 


Splicers 


EBieroge Cabinets a 


Vault Cans 

Scotch Tape 

Cloth Tape 

Sound Recording Tapes 


HO-23284 
HO 4-7191 


956 NO. SEWARD ST. 
HOLLYWOOD 38, CALIF. 






Kodak Sales Up, Earnings 29% 
Over ‘54 Period Are Reported 
* Sales and earnings of Eastman 
Kodak Company for the first half 
of 1955 (24-week period ending 
June 12) were at the highest levels 
in the company’s history, according 
to a report by Thomas J. Hargrave, 
chairman, and Albert K. Chapman, 
president. 

ol Kodak’s 
for this period 
390,102, 
cent 


sales 
U.S. 


Consolidated 
units in the 
amounted to $315.4 
cre of 13.6 per 
years corresponding figure 
$278,132,132. Sales also topped by 
ll per cent the previous Kodak 
first-half record of $286,382,170, set 
in 1935. 

Net earnings after taxes amounted 
to $36,365,989, an increase of 29 per 
cent over earnings of $28,134,192 
for the first half of 1954. Net earn- 


ings were equal to $1.97 per share 


in- 
last 
of 


an 


ase over 


on 18,277,260 common shares out- 
standing compared with $1.60 a 
share on 17,401,845 share outstand- 
ing at the of the 1954 first 
half. 

Common shares outstanding were 
increased following the payment of 
a 5 per cent stock dividend last 
March. Earnings were 11.5 per cent 


of 


close 


sales compared with 10.1 per 


cent in the corresponding period 
in 1954. Pre-tax earnings were 


$79,544,759, up 32.8 per cent over 
the $59,919,674 for the first half 
of 1954. Provision for income taxes 
amounted to $43,178,770 at the end 
of the first half, compared with 
$31,785,482 at mid-1954. 

the looks 
forward to continued good business 
the second half of 1955,” the 
Hargrave-Chapman report said. The 
report also noted: 

The of the 
company’s overseas units has shown 
a good improvement during the first 
half of their fiscal year and ship- 
ments to them increased almost 18 
per cent. 


“In general, company 


combined business 


Cash dividends paid on the pre- 
ferred and common shares on April 
1 and July 1 were $18,024,002, ap- 
proximately half of the net earn- 
far this Dividends 
received from companies abroad 
were $2,228,777, compared with 
$1,876,105 in the first half of 1954. 

The average of Kodak’s selling 
prices at the end of the first half 
stood at about 30 per cent above 
August, 1939. This compares with 
281% per cent at the 1954 year-end 
and 28 per cent at the end of the 
first half of 1954. 

At the close of the first half of 
1955, the number of Kodak share 
owners was about 87,000, an 
of about 2,500 since 


ings so 


year. 


in- 
mid- 


I 


crease 


1954. 
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Joan Davis on the set of “I Married Joan 

produced by P. J. Wolfson and appearing 
on NBC. Three Mitchell 35mm BNC cameras 
are used on this top TV show, which is in 
its 2nd year. Jim Backus plays the male lead 


| _a 8 £ i. 


Dennis Day, star of “The Dennis Day Show 
a top-rated NBC program. Originally “live 
this series is in its second year, and is now 
produced on film by Denmac Productions 
using a Mitchell 35mm BNC camera 










se of “I Love Lucy,” starring Lucille Ball and Desi 
* aap Fy nation’s Number 1 TV show for 1951, 1952 and 


‘ F P of the technique of filming its program as a 
ge | show with audience. Desilu Productions uses three Mitchell 
35mm BNC cameras in filming ‘I Love Lucy.” 





TO FILM 
A SUCCESSFUL SHOW... 


It takes more than just a good script to insure the success 

of a top-rated network program. The on-stage performances of 
the stars and supporting cast must be outstanding, 

carefully timed, superbly directed. And the camera must 
perform flawlessly in its vital role of recreating the 

superior quality of the show for millions of TV viewers. 


Mitchell cameras— internationally famous— provide the 
matchless photographic performances so necessary to the 
successful making of the finest theater quality films. 
That is why, wherever top quality filming is the foremost 
consideration, Mitchell Cameras are to be found... 
bringing success into focus. 


MITCHELL The only truly Professional Motion Picture Camera 
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@ 85% of the professional motion pictures shown throughout the world are filmed with a Mitchell 











IN MOTION PICTURES 
AND SOUND SLIDE FILMS 





% 
IN ADVERTISING 
ILLUSTRATION 


BARR 


ALWAYS SHOOTS TO SELL 


NEW YORK 


200 East 56th Street 


CHICAGO 


16 East Ontario Street 









PICTURE PARADE 


FUNCTIONAL FILMS IN THE NEWS 


Need for Better Roads Theme 
of New General Motors Film 

@ Highway problems and possible 
action to solve them are depicted in 
Give Yourself the Green Light, a 
26-minute color film sponsored by 
General Motors Corporation as part 
of its contribution toward a nation- 
wide better roads program. 

Filmed to help bring the plight of 
motorists to the attention of civic, 
service, fraternal, farm and other 
groups, the public relations picture 
shows what has been accomplished 
in some areas. 

The film treats of the need for 
better farm-to-market roads, urban 
thoroughfares, superhighways, the 
problems of small town traffic and 
big city congestion and the uni- 
versal lack of parking facilities. 

Prints of Give Yourself the Green 
Light are available for use by any 
group, free of charge, from General 
Motors’ film libraries in Detroit, 
New York and San Francisco. More 
than 100,000 persons have viewed 
the film since it was introduced. 


* * & 


Paraffined Carton Council 
Sponsors PR Cartoon “Short” 
* The versatile voices of Holly- 
wood’s Billy Gilbert and radio’s Bill 
Thompson are starred in the Paraf- 
fined Carton Research Council’s 
color cartoon film, The Butcher, the 
Baker, the Ice Cream Maker. 

A 10-minute attraction, the pic- 
ture will be distributed to ice cream 
manufacturers, trade groups, tele- 
vision stations, theatres, schools and 
clubs. 

Billy Gilbert, rotund character 
actor and comedian, provides the 
voices for both the Baker and the 
Merchant in the Council’s movie. 
Bill Thompson, man of many voices 
on the Fibber McGee and Molly 
programs, is the Butcher. The Ice 
Cream Maker is vocalized by Paul 
Peese, radio, tv and cartoon special- 
ist. A Pete Smith comic, Don Brody 
gabbles as the Doctor and the Drug- 
gist. 

“The Butcher, the Baker, the Ice 
Cream Maker” and “Up, Up, Up,” 
are two songs originated for the 
film by Jerry Abbott, music director 
at Kling Film Productions, Chicago, 
producers of the film. In charge of 
the production at Kling’s Holly- 
wood studios was O. Gail Papineau, 
formerly with Walt Disney Studios. 

Co-sponsoring the movie are the 
members of the Paraffined Carton 
Research Council: Bloomer Bros. 
Company, Newark, N.Y.; Burd & 
Fletcher Company, Kansas City, 
Mo.; Chicago Carton Company, 
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Chicago, Ill.; Container Corpora- 
tion of America, Chicago; Marathon 
Corporation, Menasha, Wisconsin; 
Michigan Carton Company, Battle 
Creek, Mich.; Pollock Paper Corpo- 
ration, Dallas, Texas; The Richard- 
son Taylor-Globe Corporation, Cin- 
cinnati, Ohio; Sutherland Paper 
Company, Kalamazoo, Mich. 
aa * * 


National Credit Union Group 
Signs for a Second Picture 
Credit Union National Associ- 
ation, Inc., Madison, Wis., has 
assigned Jerry Fairbanks Produc- 
tions to make a 30-minute institu- 
tional film entitled Forgive Us Our 
Debts. This will be the second mo- 
tion picture produced by Fairbanks 
for the national credit organization. 


* ee * 


Foundrymen Adapt German Pix 
on Advanced Casting Technique 
* Editing of a German-made mo- 
tion picture for the American 
Foundrymen’s Society, Des Plaines, 
Ill., is underway at Atlas Film Cor- 
poration, Oak Park, Ill. Footage 
relates advanced casting techniques 
developed abroad. Atlas is supplant- 
ing the German captions with Eng- 
lish titles and new art work also 
will be incorporated. 


om * * 


Italian Sports Film Festival 
Honors Aetna “Canoe” Picture 
* Paddle a Saje Canoe, a 14-minute 
color motion picture sponsored by 
Aetna Casualty and Surety Com- 
pany, Hartford, Conn., won new 
honors recently when the film was 
shown at the 11th International 
Sports Film Festival at Cortina 
d’Ampezzo, Italy. 

Paddle a Safe Canoe, which won 
the top award last spring as the best 
safety film of the year in the annual 
competition sponsored by the Film 
Council of America, was one of 87 
films from 10 nations shown at the 
Cortina Sports Film Festival. 


* * & 


Florists Show Homemaker How 
to Use Blooms in New Film 

® Mrs. Homemaker can learn how 
to use flowers for more gracious 
living by viewing How to Do It 
With Flowers, a new 131-minute 
color film sponsored by Florists’ 
Telegraph Delivery Association. 

Produced by Hartley Productions 
of New York, the promotional film 
depicts simple steps in providing 
good flower arrangements and shows 
which vase to use, how long to cut 
the stems, what accessories help 
make flowers look their best. 

The picture is being distributed 
by Modern Talking Picture Service, 
Inc. Requests should be sent direct 
to F.T.D.A., 200 Lafayette Bldg., 
Detroit 26, Michigan. ig 








stripes... 





Now in operation 

at Consolidated 

the Oscar-winning 
Reeves Soundcraft 
16mm Magna-Striper... 
Official West Coast 


Installation. 


3 widths of magnetic 
oxide sound tracking with 
balancing stripes... for 3 


different purposes. 


25-Mil. magnetic stripe 
for double-perforated 


silent film. 


50-Mil. magnetic stripe 
for both magnetic and 


photographic sound. 


100-Mil. magnetic stripe for 


all-magnetic-sound track. 


CONSOLIDATED 
FILM 
INDUSTRIES 





959 Seward Street, 
Hollywood 38 


1740 Broadway, New York 19 
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F & B PRO CINE— 


THE MOST 





ao 

& oe... 
! ' 
MADE IN USA 

EXCLUSIVELY BY F&B 


Price $145.00 









TRIPOD IN THE 


MEDIUM WEIGHT CLASS 


FOR ALL CAMERAS 


A Does your tripod 
include these 
exclusive PRO CINE 
features? 


A. External camera tightening 
knob with angle gears 


B. Telescoping, offset tripod 
handle 


C. Second tripod handle posi- 
tion 

D. Large positive pan and tilt 
locks 


E. Brass shaft for longer wear, 
no sticking 


F. Separate, precision machined 
friction plate 


G. Four bolted leg 
with leg rest ledge 


supports 


H. Aluminum leg tops—no holes 
drilled thru wood legs 

|. Single knob leg tightening 
—for even tension and no 
warping 

J. Superb, seasoned and 


waxed hardwood legs. Will 
never stick. 


Finest Precision Craftsmanship 
and Materials 


Heavy Duty Fibre Case $20.00 


AVAILABLE DIRECT 


OR AT LEADING CAMERA DEALERS 


F&B SPLIT REELS 











EVER HAVE THE CENTER 
DROP OUT? 


Elminate FLANGES 
and risky TIGHTWINDS 


Simply open Split Reels—slip in film or core 
end work with safety, speed and accuracy. 
400 ft. SPLIT REEL $4.50 
800 ft. SPLIT REEL 6.00 
1200 ft. SPLIT REEL 7.50 
1600 ft. SPLIT REEL 9.00 


Immediate Delivery 


FRICTION HEAD UNCONDITIONALLY 
GUARANTEED FOR FIVE YEARS 


SHOOTING COLOR 
IN A CAVE? 


HUGE INDUSTRIAL INTERIORS 


AUDIENCE 
REACTION SHOTS 


COLOR 
NEWSREELS 


F&B 
NOMINAR 
1” £/0.95 
LENS 


In C mount for all 16mm cameras 


“THE FASTEST CINE LENS IN THE WORLD” 
More than Twice as fast as f/1.4 


Definition, resolution and contrast 
as good or better than any comparable lens. 


Price $165.00 $9.90 FET 


including— 
Series VI filter holder, sunshade 
Screw-on dust covers 
Leather carrying case 








WRITE FOR COMPLETE CATALOG & RENTAL PRICE LIST 


FLORMAN & BABB 


68 West 45th Street, New York 19, N.Y. 


Phone: Murray Hill 2-2928 
Cable Address — FLORBABB, N.Y. 













“Color in Motion Pictures and Television’ Theme 


of Motion Picture & Television Engineers’ Fall Meeting 


* “Color in Motion Pictures and 
Television” is the theme of the 78th 
Society of Motion Picture and Tele- 
vision Engineers Convention, to be 
held October 2-7 at the Lake Placid 
Club, Essex County, N.Y. 

Vivifying the Fall meeting theme, 
all film shorts starting technical 
sessions will be in color. Technical 
lectures and discussions on several 
aspects of will be the 
business of morning and afternoon 
sessions covering five days. 


color use 


Here’s the Tentative Program 

Tentatively scheduled topics in- 
clude: 

Color Materials and Their Uses 
Development work on color motion 
picture “Cronar” Po- 
lyester film base for motion picture 


materials: 


products; properties and applica- 
tions of color motion picture film. 

Studio Practice — Roundtable on 
color motion picture problems by 
several leading engineers in major 
studio producing organizations; 
open forum. 

Studio Practice — Low-tempera- 
ture carbons for color set lighting; 
technical data on wide-screen proc- 
evaluation of methods of 
using exposure meters. 


esses ; 


Session on Projection, Viewing 


Projection and Viewing — Panel 
on projection for large screen, 
covering mechanical design, sub- 
tended screen angle, picture infor- 
mation and optics of projection; 
military theatre circuit moderniza- 
tion in the Far East; new projection 
lenses for theatre and home; per- 
ception of color in projected and 
televised pictures; techniques of 
Todd AO process; a new surface for 
outdoor screens. 


Symposium on Laboratory Prac- 
tice — Materials for processing ma- 
chine construction; economics of 
chemical control; replenishment of 
color developers; a new light source 
for printers excited by radio fre- 
quency; basic principles of color 
printer design; film cleaning meth- 
ods; discussion. 

Television Practice — Roundtable 
on problems of network broadcast- 
ing in monochrome and color by 
five leading television engineers; 
forum. 


Television Practice in Review 

Television Practice — Grainless 
phosphor screens for television tubes 
and light amplifier; new Du Mont 
Vitascan; colormetric problems and 
the use of films for color television; 
report on International Standards 
Organization Conference, Technical 
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Committee 36 Meeting, held in 
Stockhom, Sweden in June. 

Educational Television — Work 
of Joint Committee on Educational 
Television; accomplishments and 
plans for educational television of 
the U.S. Office of Education; motion 
pictures for tv used by Ford Founda- 
tion. 

Complete registration information 
and other details are available from 
SMPTE, 55 West 42nd St., New 
York 36, N.Y. Ly 


* * * 


Pathe Laboratories Announces 
$250,000 West Coast Expansion 
A $250,000 West Coast motion 
picture processing expansion pro- 
gram has been announced by Pathe 
Laboratories, Inc. The expansion 
will double Pathe’s 35mm Eastman 
color processing facilities and pro- 
vide additional high speed equip- 
ment for developing and printing 
l6mm commercial and 
film. 

On July 28, Pathe announced for- 
mation of a subsidiary, Pathecolor, 
Inc., to enter the processing of color 
still film under license from East- 
man Kodak Company. First process- 
ing of still film will be in Pathe’s 
New York laboratory, with ex- 
pansion of the still film printing 
line to the West Coast expected 
within two years. 

The $250,000 installation is to be 
completed within six months. It will 
consist of color developing machines 
for 35mm and l6mm film. Addi- 
tional printing facilities will be 
added to keep pace with the de- 
veloping expansion. 

Pathe Laboratories is a subsidiary 
of Chesapeake Industries, Inc., a 
diversified industrial management 
company. 


television 


* & * 


American Hotel Assn. Sponsors 
Training Film on Meal Making 
® Methods of training chefs and 
cooks in trade schools, junior col- 
leges and senior colleges are de- 
picted in Professional Cooking, a 
16-minute film sponsored by the 
American Hotel Association. 

The film also covers other posi- 
tions in the field of food preparation 
such as stewards, purchasing agents, 
and catering manager. The film is 
available for purchase or free loan. 
Insurance and shipping costs are 
paid by the borrower. 

Address inquiries to Employer- 
Employee Relations Department, 
American Hotel Association, 221 
West 57th St., New York City 19, 
New York. 





BUYERS READ BUSINESS SCREEN 
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IMPACT 





Wherever impact expresses itself the result is strong how powerfully the story will impress its audiences and how 
action. Controlled impact is one of man’s most powerful long they will remember. 
forces. Sound Masters, in creating and producing, sees to it that 
With a good motion picture which has all the other quali- a film has such impact as will put over its story with a deep 
fications for success, it is the degree of impact that determines and lasting impression. 
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SOUND MASTERS, INC. 












MOTION PICTURES 
SLIDE FILMS 
TV SHORTS 
COMMERCIALS 




















GEO. W. COLBURN LABORATORY INC. 


164 NORTH WACKER DRIVE*CHICAGO 6 


TELEPHONE STATE 2-7316 


16mm 
SERVICES 

















CONDENSED D ELU KE 


18 point. 42 point 
Available in 18, 24, 30, 36, 42, 48,60 & 72 point sizes 


Informal ... Good Display 
Looks best letter-spaced. 






One of many typefaces available in Knight Studio Titles 


KNIGHT STUDIO 


159 €. Chicago Ave., Chicago 
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synchronous 


magnetic film 








recorder for 






motion pictures 


and television. 
















send 
for 


particulars 


STANCIL- HOFFMAN 


21 N. Highland Hollywood 38, Colif. 


















TRENDS IN THE NEWS 


OF BUSINESS AND SPONSORED PICTURES 





(CONTINUED FROM PAGE SIX) 
enthusiasm . . . when he got back to his store he 
had difficulty in transmitting his enthusiasm to 
his salespeople, to his merchandise manager, the 
display department and the ad department. So 
he decided to do something about it. 

“With order book in hand, 16mm camera slung 
over one shoulder and portable tape recorder 
over the other he makes his rounds. When he 
buys a line he photographs it. Then, he records 
a conversation with the designer, if possible, and 
then he tries to get into a lively discussion of the 
design features of the line, its construction points 
and the sales possibilities of the line. 

“When he gets back to the store he has a 
meeting of all the people concerned with the new 
merchandise. And he does this right away .. . 
no wait ... he feels there’s too long a lag between 
the time of his initial enthusiasm and the arrival 
in the store of what he has seen. In this way he 
gets everyone all hopped up over what he has 
bought at market. He gets them on their toes 
waiting for new things to come in.” 


* * * 


Photography Keeps Pace With the Atomic 
Age; Some Predictions of ‘Things to Come” 


* Trying to blink in time with atomic engines, 
jet-rocket craft and man-made satellites, profes- 
sionals on the film front will be reassured by 
recent authoritative prophesies which indicate 
photography is not lagging in progress. 

Within the next 75 years, photographic film 
speeds may increase 100 times. This flash of the 
future came from Donald McMaster, vice-presi- 
dent and general manager of Eastman Kodak 
Company, as he addressed the Master Photogra- 
phers’ Annual dinner during the Potographers 
Association of America convention at the Conrad 
Hilton Hotel, Chicago, August 17. 

Celebrating their diamond jubilee this year, 
association members were briefed on the new era 
which is before them. McMaster said that in the 
115 years since the invention of the Daguerreo- 
type the speed of the photographic system has 
been increased about one million times. Present 
high speed films are not the ultimate, he pointed 
out. 

On the basis of recent discoveries in emulsion 
research, photographic scientists believe it will 


IMMEDIATE CASH 
CAMERA EQUIPMENT 


NEED EYEMOS (SINGLE LENS AND TURRET), 
MITCHELLS, ARRIFLEX, DE BRIES, B&H STAND- 
ARDS AND HI-SPEEDS, WALLS, AKELEYS, CINE 
SPECIALS, AURICONS, MAURERS, FILMOS. 
ALSO BALTARS, COOKES AND OTHER LENSES. 
SOUND STAGE, LABORATORY AND EDITING 
EQUIPMENT OF ALL TYPES REQUIRED. PLEASE 
SHIP INSURED OR FORWARD DESCRIPTIONS 
| AIRMAIL. IMMEDIATE PAYMENT. 


GORDON ENTERPRISES 


5362 N. CAHUENGA + N. HOLLYWOOD, CAL. 








eventually be possible to increase film speed at 
least another 100 times, he said. McMaster also 
predicted: 

Film processing — both black-white and color 
— will become much simpler and quicker. 

Color picture quality will continue to improve 
and color film speeds should eventually be as 
fast as black-white films. 

Medical motion picture radiography will be- 
come widely used as a tool for diagnosis by 
doctors. 

New types of photosensitive materials will 
come into use, especially in the graphic arts 
field. 

McMaster emphasized that his predictions are 
of a general nature, rather than referring to 
specific future product or processes. He based 
his estimates on developments currently in the 
industrial research laboratories, on photographic 
needs and wants, and on the present directions 
of science and technology. 

The Kodak executive voiced optimism for the 
future of the photographic industry which, he 
said, has grown at a faster rate than industry 
as a whole. 


Bright Future for Industrial Photography 

Another prober into tomorrow was William J. 
Cannon of the duPont Company who told the 
National Photographic Industrial Conference 
(held in conjunction with the Association con- 
vention) that “the saturation level for industry’s 
use of photography is nowhere in sight.” He fore- 
saw “much greater expansion,” even though the 
number of industrial photo laboratories has more 
than tripled in the past 15 years. 

Cannon reminded old-timers that not so long 
ago their greatest hope for recognition rested 
upon the excellence of negatives taken at their 
company’s annual picnic. Scanning the industrial 
photographer’s emergence from the “picnic” 
period, he said: 

“A large part of the credit for industrial pho- 
tography’s highly satisfactory growth and prog- 
ress is directly traceable to the resourcefulness 
and persistence of the man behind the camera — 
the man who is never quite happy with the re- 
sults he has obtained, and who is forever stalking 
unexplored possibilities in search of a new way 
to show that photography is a pivotal tool of 
industry. 

“Whereas the industrial photographer of 20 
FIFTY) 


{CONTINUED ON PAGE 
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A SUPERB COLLECTION OF 
MOOD AND BRIDGE MUSIC 
For Details Write: 


AUDIO-MASTER Carp. 
17 East 45th St. - New York 17, N. Y. 
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with youF slidefilm 


For sheer versatility and inexhaustible utility, you can’t 
beat the ease, economy, efficiency and proven personal 
sales impact of putting your spoken message on RCA 
Victor Custom Records. 


Wherever you send your records—whether as self-con- 
tained messages or in conjunction with slidefilms— it’s 
smart to insist on the clear, clean, unmatched quality of 
RCA Victor sound. 


Technically and servicewise, RCA Victor leads the field 
in all phases of recording, processing and pressing. You 
also get the benefit of RCA Victor’s extensive music lib- 
rary— over 500 selections specially recorded for slide- 
film use...its years of experience in making records for 
sound-slidefilms...and its careful handling and prompt 
delivery ...all at a competitive price! 


For complete information without obligation, write, wire 
or call Dept. BS-1. 

New York 20; 630 Fifth Avenue, JUdson 2-5011 
Chicago 11; 445 N. Lake Shore Drive, WHitehall 4-3215 


Hollywood 38; 1016 N. Sycamore Ave., OLdfield 4-1660 
Nashville 3; 1525 McGavock Street, NAshville 5-6691 


custom record sales 


RADIO CORPORATION OF AMERICA 
RCA VICTOR RECORD DIVISION 
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A WORD IN REMEMBRANCE 
Non-Theatrical Film Industry 
Mourns Passing of Henry Morley 


@ Mr. Henry Morley, president and 
co-founder of Dynamic Films, In- 
corporated, 112 West 89th Street, 
New York City, died on July 11, 
1955 at the age of 40. 

Mr. Morley was a graduate of 
Yale University, class of 1935 and 
was for several years sales manager 
of J. A. Maurer Company, the Long 
Island City manufacturer of motion 
picture equipment. In this capacity 
Mr. Morley was responsible for 
setting up motion picture units 
in many schools and universities 
throughout the country. In 1946, 
together with Nathan Zucker, he 
helped found Dynamic Films, Inc. 
He had been actively engaged in 
motion pictures either through re- 
search or production for over 15 
years, 

Together with Mr. Maurer he 
acted as a consultant in the setup 
of some 40 studios for 16mm motion 
picture production throughout the 
country. Mr. Morley was considered 
one of the early pioneers in pro- 
moting 16mm production as a pro- 
fessional media. Since the founding 
of Dynamic Films he was able to 
develop production techniques which 
since have become standard through- 
out the industry. In the last year, 
four Dynamic produced films, pre- 
pared under his supervision, have 
won national and international 
recognition as outstanding motion 
pictures. 

Henry Morley was a film pro- 
ducer who was in film production 
and the visual field through his own 
choice. He brought an honesty and 
integrity of purpose coupled with 
the highest degree of technical 
knowledge that made his film- 
making both a craft and an art. 

He is survived by his wife, Lillian 
Morley and his home address at the 
time of his death was 155 Concord 
Avenue, White Plains, N. Y. 


% * * 





The late Henry Morley 





Over 300 Million in TV Films 

* Film made for television since 
1949-50 is worth in excess of 
$304,000,000, according to a sur- 
vey in Broadcast Information Bu- 
reau’s TV Film Program Directory 
(Series, Serials and Packages, Vol. 
2, Issue 6). The investment for the 
six-year period covers some 7,600 
hours of tv film fare that will be 
available this Fall. 

The 7,600 hours does not include 
3,017 hours of feature film, nor 989 
hours of westerns, nor 216 hours of 
motion picture serials now avail- 
able. There are, also, some 11,494 
hours of motion picture shorts cur- 
rently available. Costs of motion 
picture film are not included in the 
$304,000,000 figure. 

New productions to be sponsored 
this Fall, and which currently are 
in the making, will cost an estimated 
$92,920,000 during the 1955-56 
season. 

Much of the production expense 
must be regained by third and 
fourth runs, the directory editor 
points out. It is noted that a good 
part of the $92,920,000 will be 
underwritten by advertisers who 
won't retain the picture rights be- 
yond the second runs. Over 24 
major banking institutions have a 
stake in tv film today. 





Nat'l Safety Congress 
in Chicago Oct. 17-21 
® Safety men from many 
fields, industrial, traffic, 
farm, school and home, 
will converge on Chica- 
go, October 17-21, to at- 
tend the 43rd National 
Safety Congress and Ex- 
position, annual conven- 
tion of the National 
Safety Council. More 
than 12,000 persons are 


expected to attend. 
Many showings of 

latest safety motion pic- 

tures and slidefilms are 


on the schedule. iy 


Score your next 


picture at 


Langlois Filmusic, Ine. 


619 WEST 54TH STREET 
NEW YORK 19, N. Y. 


JUdson 6-4155 


Hollywood - Toronto - London - Paris 
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ITS EASY TQ TELL WHEN 
YQUWIR FILM) IS OUT OF FOCUS, | 




















_.. but it isn’t so easy to tell when your IDEAS are out of focus. 





Our creative and production personnel are available to help you obtain 


maximum clarity and impact with your films. 


uth eland., 33 EAST 48TH STREET, NEW YORK 17, NEW YORK 


PRODUCTIONS, INC. 201 NO. OCCIDENTAL BLVD., LOS ANGELES 26, CALIFORNIA 
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It Sells— 
On Sight 


THE COMPLETELY 
DEPENDABLE SALESMAN 


SELLING YOUR PRODUCT— ee 
YOUR STORY—ENDLESSLY ” Performs in 
WITHOUT SUPERVISION 4 lighted room 


@ Self-contained screen 
@ Pre-threaded film 


@ Self-contained speaker 
@ 800-foot continuous film reel 


Dmect sales are easier . . . promotion more potent . . . training work 
simpler . . . operating costs dramatically lower with the Busch CINE- 
SALESMAN 16mm continuous movie projector on your staff. Hundreds 
of CINESALESMAN projectors are now selling for scores of national 
concerns everywhere. Look for the CINESALESMAN, it’s sure to catch 
your eye and ear at conventions, sales presentations, displays, point of 
sale locations, trade shows . . . in fact, anywhere and everywhere that 
sound and motion are combined for more effective, potent sales impact. 
Color or black and white, sound or silent, any 16mm film works al- 
ways in the CINESALESMAN .. . and the Busch CINESALESMAN 
always works for you! 








BUSCH FILM & EQUIPMENT COMPANY 
212 South Hamilton Street . 














Saginaw, Michigan 








Economical 
Professional 
Motion Picture Production 


FILM ASSOCIATES 


610 NORTH WOODWARD AVENUE 


BIRMINGHAM, MICHIGAN 


TELEPHONE MIDWEST 44-3619 


ESTABLISHED IN PENNSYLVANIA IN 1940 
REORGANIZED IN MICHIGAN IN_ 1953 


pessociated Studios tn 


DETROIT — CHICAGO — NEW YORK 
BALTIMORE — WASHINGTON 

ST. LOUIS— NEW ORLEANS — HOUSTON 
SAN FRANCISCO —LOS ANGELES 


JAMES E. MaeLANE, Executive Producer 


21 YEARS PROFESSIONAL EXPERIENCE IN FILM PRODUCTION 
















PICTURE PARADE 


“Portugese Panorama” Depicts 
Story of Cork and Country 

* Though its busy shore has faced 
the Latin world into centuries of 
exploration, Portugal, like its sister 
Spain, has remained a unique place 
of discovery — within its own bor- 
ders. Its peculiar isolation makes 
Portugal an ideal travelog land: a 
country whose culture continues to 
have fresh appeal, yet a country not 
too many visitors get to. Making 
use of this appeal is Portugal Pano- 
rama, a motion picture sponsored by 
Crown Cork & Seal Company, Inc., 
Baltimore, Maryland. 

This sponsor commissioned A. 
Tyler Hull, an Alexandria, Va., film 
producer, to film a documentary on 
cork growing in Portugal, incorpo- 
rating the company’s recently com- 
pleted cork processing plant near 
Lisbon. 

Additional footage gathered dur- 
ing the assignment caught a wider 
view of Portugal which the sponsor 
felt would combine into an attractive 
public relations educational feature. 
As a result, Portugese Panorama is 
being made available to Crown 
customers without cost. Shown under 
customer sponsorship to local church 
groups, clubs and other organiza- 
tions, the film is designed to build 
good will for the various companies 
and familiarize the public with 
names of products for which Crown 
is a source. 





A 30-minute sound and color sub- 
ject, Portugese Panorama climbs the 
path up from the coastal fishing vil- 
lages to the scenic and industrial 
interior. Beyond the cork forests 
where primitive hand labor teams 
with new machinery to furnish a 
large portion of the world’s cork 
needs, the film travels to the bull 
ring, scents the terr- 
and wineries, ageantry 
perpetuating o. Poi.ugal’s fa- 
mous shrines, Gur Lady of Fatima. 

Prints of Portugese Panorama 
may be obtained on free loan from 
Crown Cork & Seal Company, Inc., 
Advertising Department, Eastern 
Ave. and Kresson St., Baltimore 3, 
Maryland. 

* % ae 

N. Y. Life Slidefilm Aimed 

at Improving Correspondence 
* Dear Mrs. Calvin, a 92-minute 
color sound slidefilm sponsored by 
the New York Life Insurance Com- 
pany, tackles an important problem 
facing insurance companies. After 
the sale of a policy, most subsequent 
contact between an insurance com- 
pany and the insured is through 
correspondence. New York Life was 
determined to put more of the per- 
sonal touch in this correspondence. 


‘ieyards 
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Scene in “Dear Mrs. Calvin” 


Produced by Transfilm, New 
York, the cartoon film uses an ac- 
tual case history, that of a policy 
owner who lost her account book. 
Joe, a fictional counterpart of the 
film’s audience—all New York Life 
correspondents— reacts to Mrs. Cal- 
vin’s worried letter with a rainy 
Monday morning temper. Half way 
through his stern epistle to “Dear 
Madam,” Joe is interrupted by his 
wife’s phone call. She, like Mrs. 
Calvin, has lost her payment book 
and has received an insurance com- 
pany reply which aroused her ire. 

Joe shares her indignation and 
suddenly the “Policy Owners Are 
People, Too” sign hanging near his 
desk begins to have a_ personal 
meaning. He finds it difficult to 
complete the harsh letter answering 
Mrs. Calvin. Joe visualizes the cir- 
cumstances under which the lady 
lost her book, feels sympathy. A 
cheerful letter replaces his first draft 
and the picture appears to end. But 
the narrator interrupts with a post- 
script: Mrs. Calvin has dropped an- 
other line to New York Life telling 
them what nice people they are. 


* * * 


New AF Catalog Available 

* Association Films, Inc. has issued 
a new 56-page catalog listing more 
than 1,000 16mm sound motion pic- 
tures available for showings to com- 
munity organizations, schools, in- 
dustrial plants, etc. 








FOR SALE 


Latest model 30 amp RCA 400 
arc 16mm projectors complete 
with dual speakers and full 
complement of lenses. Used less 
than ten hours each. $1200.00 
cash (cost over $2000.00). 


8’ x 21’ Radiant portable 
beaded wide screens with alu- 
minum tubing frame, complete 
with drapes. $300.00 each. 

Bell & Howell Filmorama 
Anamorphic lenses for either 
photography or projection with 
adapter bracket to fit projector. 
$400.00 each. 


Write Box 55-8A 
BUSINESS SCREEN 
7064 Sheridan Road, Chicago 26 
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THE SERVICE LAB 
THAT SERVES THE 
NATION 


SCOTCH TRACK PROCESS 
RCA SOUND RECORDING 
SCIENTIFIC PROCESSING 
CREATIVE EDITING 


MATCHLESS PRINTING 






FILM LABORATORIES, INC. 


Formerly McGeary-Smith Laboratories, Incorporated 


1905 Fairview Ave. N.E., Washington 2, D.C. 
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* When the more than 1,000 pub- 
lic relations executives arrive in Los 
Angeles next November for the 8th 
Annual Conference of the Public 
Relations Society of America, they 
will find a bustling, mushrooming 
community charged with business 
and industrial imagination and initi- 
ative. 

They will find, for example, that 
the City of the Angels is an excel- 
lent backdrop for a discussion of 
“Public Relations, a Necessity for 
Management Under Growth.” This 
is one of the topics slated for dis- 
cussion during the conference, No- 
vember 14-16. It is part and parcel 
of the general conference theme, 
“Public Relations Spotlight on 
America’s Future,” which will also 
include discussions concerning 
atomic energy, automation and other 
PR applications to our nation’s 
future. 

Advance Registration Data 
($50.00) 
are already being received in num- 
ber at the headquarters of the Pub- 
lic Relations Society of America, 2 
West 46th Street, New York 36. Al- 
though the national Society—which 
now numbers 2000 PR executives in 


Advance registrations 
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ONE OF 
AMERICA’S GREAI 
INDUSTRIAL FILM 
COMPANIES 


Public Relations Leaders to Meet 


8th Annual Conference of PRSA at Los Angeles in November 


14 states and 11 foreign countries 
among its members—is the sponsor- 
ing group which stages the national 
conference, ali persons with a pub- 
lic relations interest are eligible to 
attend the sessions. 

PRSA is the national 
public relations organization, hav- 
formed in 1948 by a 
merger of two older groups, one of 
which was started in 1936. Its chap- 


leading 


ing been 


ters, which number 28, now range 
from Boston to Honolulu, and from 
Minneapolis to the Gulf states. 


A Word of Endorsement 


The Editors of Business SCREEN 
rate the professional program of 
PRSA as one of the most important 
influences in U.S. business. Interest 
of local chapters and of the national 
membership in public relations films 
has been widespread. Your attend- 
ance, if qualified, and industry par- 
ticipation in exhibits is heartily 
this publication as 
plans go forward on the 8th Annual 
Conference at Los Angeles. Lal’ 


endorsed by 


a Se 
So 
i? ) 





U.S. Public’s Investment 

in Television Over 15 Billion 
* The public’s bill for television set 
purchases and repairs in tv's first 
10 years totaled $15.6 billion — 
nearly $100 for every man, woman 
and child in the nation. 

This estimate is derived from 
statistics in the 1955 Fall-Winter 
edition of the Television Factbook, 
published by the trade newsletter, 
Television Digest. 


41 Million Sets Were Made 


In tv’s first 10 years, 41,000,000 
sets have been manufactured. 


38.588.000 have been sold, 4.191.000 


have been scrapped. After taking 
into account receivers still in trade 
pipelines, there were an estimated 
34,549,000 sets in use as of July 1, 
served by 435 stations. The rest of 
the world had only 8,500,000 sets, 
located in 35 countries and served 
by 150 stations. 

The public’s investment in tv re- 
ceivers is estimated from an average 


retail price of $270 per set over the 
10-year period. This means $10.4 
billion was spent on receivers alone, 
to which should be added $2.4 bil- 
lion for servicing labor, $1.7 billion 
for antennas and parts, $1.1 billion 
for tube replacements. 


Over 50% Have 21-inch Sets 


Nearly half of the sets in use, it 
is estimated, have 21-inch picture 
tubes, about 3714% use 16 and 17- 
inch, some 12% are the 15, 14, 12, 
10 and 7-inch sizes. Only about 8000 
color sets were in use out of 28,000 
produced up to July 1. 

Besides providing statistics on 
production, sales, inventories, dis- 
cards and sets in use, the industry 
“almanac” shows that advertisers 
in 1954 spent a total of $810,000,000 
on time, talent and programs, which 
Television Digest estimates will go 
well over $1 billion this year. 


392 Community Antenna Systems 


A directory of community antenna 
services lists locations and equip- 
ment of the 392 operating, as 
against 302 six months ago. They 
serve more than 1,000,000 viewers 
via cables to their homes. me 





CAREFUL ATTENTION TO DETAIL 
MAKES FILMS THAT 


wen 
“Murphy 


Productions, Inc 


723 SEVENTH AVENUE 


NEW YORK 19, N 
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THE WORLD'S MOST COMPLETE ASSORTMENT 
OF PHOTOGRAPHIC EQUIPMENT FOR 


TV. and, Motion Pictine Studios 


New PROFESSIONAL JUNIOR 












Adjustable wood BABY TRIPOD 


—for Prof. Jr. friction 







PACKAGED LIGHTING WITH 
COLOR-TRAN 


and geared heads 





— studio lighting in a suitcase 








FAMOUS 
“controlled 
action” 


SMALL GYRO 
TRIPOD 


Has substantial shoe and spur 


Measures from floor to flange 





25” extended —17” 


collapsed. $75 

















Two speeds—siow and fast 
—for both panning and tilting. 
Helps you capture fine scenic views 
and fast-moving sports events. Espe- 
cially recommended for 16mm Mitchell, 
16mm Maurer, B & H Eyemo 
and similar cameras. $600 








imagine being able to use two 5000 watt units 
on a 30 amp. fuse — COLOR-TRAN will do it! Senior Kit 
Kit contains 2 light heads, 2 Superior stands and 
proper size COLOR-TRAN converter to match. $237.50 
Packed in compact case. 


Write for COLOR-TRAN Catalogue. 


Other style 
kits available. 


Ppresto-splicer 
GIVES PERMANENT SPLICE 
IN 10 SECONDS! 





ELECTRIC 
FOOTAGE TIMER 


STOP MOTION MOTOR 
FOR CINE KODAK SPECIAL 


Dual model for both 16mm 
Runs forward or reverse, 110 and 35mm. Large white num- 


GRISWOLD 


AC synchronous motor with frame 
counter. May be run continuously 
or for single frames. Camera 
mounts without special tools. 


erals on black background. Accu- 
rate reset dial. Switch controlled 
by operator, who selects either 
16mm operating at 36 feet per 


HOT FILM SPLICER 





















$550 diuan » 38am eperating of Model R-2 for 35mm silent and sound 
90 feet per minute . . . or both film. Precision construction makes it easy 
Also available — Stop Motion in synchronization. $95 


ee oon 04 35 gan to get a clean, square splice with accur- 
jotors for 16mm—35mm b 


Mitchell and other professional Single model, either 16mm or 
cameras, 35mm $45 





Especially good for splicing magnetic 
film. Butt Weld type for non-perforated 4 
or perforated film. 16mm, 35mm or —" $65 


70mm. = $547.80 


16mm or 35mm models— 
for perforated film. 


ate hole spacing. Nothing to get out of 


Also Bell & Howell 8mm, 16mm and 
35mm Hot Splicers and B & H Labora- 





tory model Foot Splicer. 


*9.5mm Lenses in 16mm C mount. 18.5 (extreme wide angle-fiat field) Lenses 
available in mounts for all 35mm Motion Picture Cameras. *PHOTO RE- C. ZUCKER 
SEARCH Color Temperature Meters. *Electric Footage Timers. *Neumade € 

and Hollywood Film Company cutting room equipment. Griswold & B.&H. 4 “ HI R A U r me MT 

Hot Splicers. *DOLLIES * Bardwell-McAllister, Mole Richardson, Century and nee 

Colortran Lighting Equipment. Complete line of 16mm and 35mm Cameras. i 
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COMPANY POLICIES 
ARE MORE THAN WORDS 


If your policies are going to be effective, your super- 
visors have to implement them with a human touch. 
Develop this in your supervisors by showing them 
proved methods of explaining, and gaining acceptance 
for, company policies. 
Show them these methods with: 
“INTERPRETING COMPANY POLICIES” 
part of an outstanding sound slide program 
SUPERVISOR TRAINING ON HUMAN RELATIONS. 
You may obtain a preview without obligation. 
Write Dept. M for details. 


Rocket Pretured inc. 


6108 SANTA MONICA BLVD., HOLLYWOOD 38, CALIFORNIA 








THE BUSINESS SCREEN READER SERVICE BUREAU 
IS NOW SERVING MORE THAN 8,000 U.S. FIRMS 
WHO USE THIS MAGAZINE’S REFERENCE KNOW-HOW 


One More Of The 438 .. 


“Soft As A Cloud”, produced in Hollywood for the 
Dow Chemical Company by Roland Reed Productions, 
is one more of the 438 motion pictures written by our staff. 


visual media, is at your service, too. 


assignments for all three! 


So why not let us help solve your 
next film-planning problem? 


guaranteed 


acceptability 





Byron Announces Completion of Custom-Built “Arri”’ 16 & 





35mm Color Processing Equipment at Washington Lab 


* Installation of the precision ARRI 
16mm and 35mm color developing 
machine and associated printing 
equipment has been announced by 
Byron, Inc., Washington, D.C., mo- 
tion picture laboratory. 

After studying equipment from 
manufacturers all over the world, 
Byron executives decided to have 
Arnold & Richter of Munich, Ger- 
many, make a machine to Byron’s 
own specifications. Two and a half 
years of planning have produced 
“the last word” in processing ma- 
chines. Arnold & Richter has had 
long experience with the positive- 
negative process, used satisfactorily 
in Germany for 20 years. The 
Munich firm manufactures many 
types of motion picture equipment, 


Separate Building in Operation 

A separate building adjoining 
Byron’s main plant is entirely de- 
voted to the new process. There in 
the fall of 1954 elaborate prepar- 
ations for the installation were be- 
gun and the machine itself arrived 
in April of 1955. Herbert Lechner, 
head engineer of Arnold & Richter, 
and his assistant came to Washing- 
ton to supervise the assembling of 
the machine and Dr. Robert Richter. 
president of Arnold & Richter, came 
from Munich for a final inspection 
of the installation. 

About one month was required 
to supervise the assembling of the 


This priceless experience, exclusively in the planning of 


It vields such great film effectiveness that one of our clients 
has employed us on 87 projects, another on 46, 
another on 27. And we are currently at work on new 


THE COMPLETE” FILM PLANNING SERVICE 


3408 Wisconsin Avenue, NortHwest « WASHINGTON 16, D. C. « Emerson 2-4769 







machine, but this was only the be- 
ginning. Completion of the installa- 
tion is a painstaking process. In 
addition to the machine, an acid- 
resisting floor, special heaters for 
hot water, a water chilling plant, 
air conditioning, controls, mixing 
equipment, and chemical analysis 
equipment now are being installed. 
Even so, Byron expects to offer this 
new service to the film industry by 
early fall. At that time, specialized 
printing equipment, now being 
manufactured by Arnold & Richter, 
also is expected to be delivered. 


Set Up for Neg-Pos Processing 

Byron has extended its patented 
“Color-Correct” process to include 
the new positive-negative films. 
This process, Byron points out, will 
offer much more exacting control 
of negative processing, better color 
and better definition in the finished 
print and a substantially lower price 
for release prints. The new process 
is said to save wear and tear on the 
original film and eliminate the high 
cost of A & B printing through the 
use of an intermediate negative. 

The end product of Byron’s labo- 
ratory has been exclusively 16mm 
film. The new process will include 
processing and printing in 35mm 
as well as 16mm. 

% * % 
$.0.S. Cinema Supply Opens 
Western Office in Hollywood 
*A new sales office to serve nine 
western states has been opened at 
6331 Hollywood Blvd., Hollywood, 
Cal., by S.O.S. Cinema Supply 
Corp., of New York. 

Alan C. Macauley has been named 
executive western representative for 
S.0.S. He formerly was connected 
with several film production con- 
cerns and has had many years of 
practical experience. 

“Hundreds of our customers in 
the west have requested these new 
facilities,” says Joseph A. Tanney, 
president of S.0.S., “and we feel 
Macauley’s background will fit into 
the picture perfectly.” 

The new western sales office tele- 
phone number is Hollywood 7-9202. 


* * we 
Gordon Promotes Three Execs 
® Plant expansion at Gordon Enter- 
prises, North Hollywood, has re- 
sulted in promotions for three 
employees of the motion picture and 
aerial photographic equipment 
manufacturing firm. 

David M. Stearn has been named 
director of purchases; William Sut- 
phin has been named sales manager, 
and Kenneth Knipe has been named 
assistant sales manager. 
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PROUDLY 
SERVING THE 
INDUSTRIAL 


LEADERS 


OF THE NATION 


American-Radiator 
& Standard Sanitary Corp. 


American Telephone 
& Telegraph Co. 


American Tobacco Company 
Andrew Jergens Company 


Brown & Williamson 
Tobacco Corporation 


Burlington Mills Corp. 
Church World Service 
Colgate-Palmolive Company 
Cudahy Packing Company 

Gulf Oil Corporation 
Lever Bros. Company 
Liggett & Myers Tobacco Co. 
Manchester Oil Ref. Ltd., England 
Nash-Kelvinator Corporation 
Pabst Brewing Company 
Phillips Petroleum Company 
Procter & Gamble Company 
Protestant Radio Commission 
Remington Rand, Inc. 

R. J. Reynolds Tobacco Co. 

F & M Schaefer Brewing Co. 
Sterling Drug, Inc. 

United Coffee Growers of Brazil 
United States Air Force 

United States Army 


United States Brewers 
Foundation, Inc. 


United States 
Department of State 


Wallerstein Company, Inc. 






PETER ELGAR 
PRODUCTIONS, INC. 


18 East 53rd, New York 22, N. Y. 
MU 8-5626 


MOTION 


PICTURES 
FOR 


INDUSTRY 
EDUCATION 
TELEVISION 





oe ee, a sadistically-minded 
colleague of mine, obviously 
in a fit of iconoclasm, started to 
count up the divers and sundry 
awards, “Oscars,” honorable men- 
tions, prizes and certificates of merit 
which have been given sponsored 
motion pictures I helped spawn as a 
freelance writer in past years. When 
he got to 34, he paused dramatically 
and said: 

“Did you ever stop to think that 
with all those awards and twenty 
cents you could get a ride on almost 
any old city bus?” 

Of course, what he didn’t know 
is that writers don’t actually get 
awards—— only sponsors and pro- 
ducers. 

But his point was well taken, and 
leads quite naturally to contempla- 
tion of the importance of Awards 
as such. Is it, for example, really 
worthwhile for your picture about 
bifurcated widgets to win the Josiah 
P. Gilhooley Hardware Film Festi- 
val “Emmy”? 

I think so. I believe the Awards 
system has merit if only because it 
tends to goose writers, producers, 
technicians and all the rest of our 
clan into some imitation of Prac- 
tical Integrity-— giving a _ whole 
buck’s worth of picture for a buck. 
In the immortal words of a stunned 
producer who inadvertently turned 
















THESE ARE THE 15 MINUTE SLIDEFILM 
TITLES IN THE “SELLING IS MENTAL” SERIES 


1. The power of mente! attitude in selling 
2. Turning a deaf ear to sales resistance 
3. Developing the right attitude towards 


price 
4. Selling the end result first 


5. The right attitude on a call-back 
6. The prospect is no mind reader 


7. Closing the sale 
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So, You Won an Award? 


Winning an “Oscar” Has Its Points and Writer Bruce Henry Makes ‘Em 


out a film from one of my scripts 
which, to date, has won virtually 
every award in its field, 
“Why, man, if we had known it 
was going to be that good, we'd 
have worked on it!” 


known 


To cite a positive case in point, 
my latest brain infant to get an 
award thus joining such be- 
medalled efforts as By Jupiter, Last 
Date, Word of Honor, The League 
of Frightened Men and a gross of 
lesser lights was Letter from 
Pasquale, which landed First Award, 
Human Relations, at the recent 
Cleveland Film Festival. Pasquale 
was a midget-budgeted, black-and- 
white, fifteen-minute quickie .. . 
just one of ten films of a series 
which Mode-Art Pictures of Pitts- 
burgh had altruistically undertaken 
to produce for the Allegheny County 
Community Chest. 

And yet, because all of us con- 
nected with it wanted desperately 
more to make good motion pictures, 
rather than just make pictures for 
money, it and all the rest of the 
films in the series turned out to be 
little gems. 


James Baker, the producer; Jack 


sva 


positive 


film, you wi 


him showings 


that will give your salesmen a new 


The “SELLING IS MENTAL 





Ware, the director, and every mem- 
ber of the crew gave it the same 
kind of heart and integrity they 
would have accorded a fat $250,000 
showpiece in glorious Technicolor 
and CinemaScope. And that’s the 
way you win awards. 

So, if this business of strewing 
prizes and certificates around has 
the effect of stimulating writers, pro- 
ducers and their ilk to make better 
pictures — rather than just making 
quick-buck pictures —I am for it, 
and shall defend to the death any 
selection the judges make, even if its 
based solely on the fact that they’re 
sick and tired of looking at film 
and want to go home! a 


A truly fresh concept in sales training 
slidefilms with the positive approach to sales and profit 


anew color slidefilm series by Kling 


creening in your own office. No obligation, of course 


SEELEY 8-4181 


KLING film productions 


1058 W. 


WASHINGTON °* 
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Shortage of Skilled Help 





CHICAGO 7 


Forecast Among Film Labs 





*A “great shortage of skilled per- 
sonnel” is a near-future forecast for 
the film laboratory field — unless 
the industry takes some positive ac- 
tion to forestall it — according to 
Herbert R. Pilzer, president of 
Circle Film Laboratories, New York. 

Demands made upon the industry 
by television and color films have 
reached the point where existing 
skilled help is almost used up, Pil- 
zer maintains. 

Pilzer suggests that something be 
done on an industry basis to ac- 
quaint youngsters interested in a 
film career with the advantages of 
laboratory work. “In few other 
capacities is there such room for 
advancement and a secure future,” 
he says. 

Pilzer thinks a pool of skilled 
labor might be created through a 
training program conducted on an 
industry basis with the help of the 
trade union, or by inducing some 
of the professional schools to con- 
duct courses in motion picture 
laboratory work. lt’ 

at * cos 
® Comine Event: The Annual Pro- 
duction Services Review Issue of 
Business Screen on October 30. 


HERE, FOR THE FIRST TIME, is a series of sales training slidefilms that sparkle with interest- 
zations of field tested and proven sales strategies and tactics. Written and produced in full 
>lor by Kling’s sales training expert, Raymond E. Lee, the series is a positive approach to selling 
approach to increased sales. His many years of successful sales training experience com- 
bined with Kling’s proven show business know-how, have produced an entertaining training film series 
understanding of what successful selling is, and how best to apply it 
series provides material for 21 consecutive sales meetings. In addition to the 
be provided with printed material which is to be read to the salesmen before and after the 
Also included are letters which are to be sent to your salesmen two days after each meet- 
These letters strongly imply the new selling ideas are to be put into practice immediately, and that 
MORE BUSINESS is fully expected. The “SELLING IS MENTAL” program represents a $70,000 Kling production, 


yet is available to industry for just a few dollars per sales meeting. Write, wire or phone today for a private 


Creators and 
producers of 
tailor made 
sales training 
and 
industrial films 
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VETERAN CAMERAMAN MARCEL REBIERE, left, and Assistant Fred 
Montague are working in extreme heat as they film glass-block 
production. “We always shoot with ‘Superior’ 2,” comments 


“We couldn’t shoot in extremes of light and temperature 


Rebiere, who shot the first “March of Time,” “because the film is 
so good that it performs perfectly no matter what temperatures 
we run into while telling the photo story of American industry.” 


without Du Pont ‘Superior’ 2 Film!” 


says Arthur J. Lodge, Jr., Producer of the Peabody Award Winner “Industry on Parade.” 





IN CUTTING ROOM, Producer Arthur Lodze, left, 
shows product to G. W. “Johnny” Johnstone, cen- 
ter, Radio-Television Public Relations Director of 
the National Association of Manufacturers—spon- 
sors of “Industry on Parade.” At right, N.A.M.’s 
Newsreel Editor Roger Young is impressed with 


finished film . . . the result of using “Superior” 2. 
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“On the same day I’ve had one crew con- 
tending with 200° heat in a steel mill 
while another was filming at 20° below 
zero in a bakery’s bread-freezing room,” 
recalls Arthur Lodge. “But rugged ‘Su- 
perior’ 2 keeps our cameras rolling in 
every conceivable location: planes, sub- 
marines, coal and iron mines, steel mills 
and rubber plants. Its consistent speed 
and gradation enable us to shoot with 
confidence far ahead of our lab schedule.” 


It takes 20 cameramen shooting film at 
the rate of 4,000 feet a week to keep more 
than 241 television stations supplied 
with the popular “Industry on Parade” 
15-minute program. 

“Our crews get film shipped to them 
from Du Pont offices all over the coun- 
try,” Producer Lodge goes on. “Both 
before and after exposure the film is 
subjected to intense heat and cold... 
to dampness and rough riding in auto 


trunks. Yet, frame for frame, the results 
are always consistent enough to run on 
the same reel. 

“Another advantage of using: Du Pont 

Film is the customer service extended 
by Du Pont representatives. It means 
so much whenever we need broken lots 
or superfast delivery.” 
FOR MORE INFORMATION about “Superior” 2 
and other Du Pont Films...write or call 
the nearest District Office (listed below) or 
the Du Pont Company, Photo Products De- 
partment, Wilmington 98, Delaware. In 
Canada: Du Pont Company of Canada Lim- 
ited, Montreal. 


DISTRICT OFFICES 


i 8 See 
BOSTON 10, MASS. 
CHICAGO 18, ILL............ 
CLEVELAND 14, OHIO. 1033 Union Commerce Bidg 
Ey as dads colvoveds : 1628 Oak Lawn Ave 
LOS ANGELES 38, CALIF... 7051 Santa Monica Bivd 
gS Oy Ee 243 West 18th Street 
PURLABELPUNA 2, PA... cccccceccccsccccocecs 225 South 15th Street 


., 805 Peachtree Bidg. 
140 Federal Street 
3289 N. California Ave 


43.5. Pat Off 


Better Things for Better Living . . 


. through Chemistry 


DU PONT MOTION PICTURE FILM 
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EXTRA QUALITY 16mm COLOR PRINTS 
MAKE A BIG DIFFERENCE! 


to the films Producer... 












































to the films Sponsor... 














to the Sponsor's Audience! 



































When you order release prints get the finest! The extra 


This is Color Reproduction Company’s 17th 





sparkle of quality prints gives your production, and its 





YEAR of Specializing Exclusively in 
16mm Motion Picture COLOR PRINTING! 





message, double emphasis. Any evaluation of the produc- 
tion cost of your 16mm color picture demands the extra 
quality guaranteed by Color Reproduction Company. 
Color Reproduction’s 17 years of 16mm color print 
specialization has developed a technique for guaranteed 
film quality which is the standard of the 16mm Motion 
Picture Industry. Next time you order release prints be 


sure Color Reproduction Company makes them for you! 





REPRODUCTION COMPANY 


7936 Santa Monica Blvd., Hollywood 46, California 
Telephone: Hollywood 4-8225 















| to Develop Film Properties 


New Butterfield & Wolf Firm 


* Alfred Butterfield and Thomas 
H. Wolf, Chairman and President, 
respectively, of Information Pro- 
ductions, Inc., have formed a new 
affiliate company, Butterfield & Wolf, 
Inc., to specialize in the acquisition, 
development and distribution of 
television, theatrical and non- 
theatrical film properties, both in- 
dependently and in association with 
clients and sponsors. The new com- 
pany will supplement the continuing 
activities of Information Produc- 
tions, which during the past year 
has filmed such series of TV films 
as The Search and You Are There; 
and has produced motion pictures 
for such clients as Omnibus, The 
Fund for the Republic, Standard 
Oil Co. (NJ), Remington Rand, 
Time, Inc., National Association for 
Retarded Children, State of New 
York, Columbia Records, and others. 

First assignment of the new or- 
ganization is distribution of the 
feature-length film, Helen Keller in 
Her Story, produced by Nancy 
Hamilton and narrated by Kather- 
ine Cornell with Butterfield and 
Wolf as Technical Editors. The film 
was shown nationallly on the CBS 
network in June, and introduced by 
Arthur Godfrey. Helen Keller, now 
75, is a most inspiring symbol of 
triumph over adversity, and the 
filmed story of her life has been 
unanimously acclaimed by critics 
all over the country. 

The new firm will also supervise 
theatrical and television distribu- 
tion of a unique series of natural 
history films, in production for the 
past three years at Marine Studios, 
Inc., in Florida, detailing the life 
cycles of creatures of the sea. 

Alfred Butterfield and Thomas H. 
Wolf formed Information Produc- 
tions in 1951. Al Butterfield is a 
former Associate Editor of Life, 
Editor in Chief of Pathe News, and 
Executive Producer of News and 
Public Affairs for CBS Television. 
Tom Wolf, ex-Time writer, was 
European Manager of NEA-Acme in 
World War II, a free-lance maga- 
zine writer and Script Chief for 
Pathe. 

New employees with the expanded 
Information Productions-Butterfield 
& Wolf organization are: Arthur Ze- 
gart, director-writer of CBS Tele- 
vision’s The Search, and a former 
member of the United Nations Film 
Board; James A. Munves, reporter 
and writer for the New Yorker and 
CBS Television; Helen Brown, for- 
merly of the March of Time and 
Sports Illustrated; and Elaine Rowe, 
who came to the new company from 


CBS Television. I 
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ONE-STOP SOURCE for FILM PRODUCTION EQUIPT. 





§.0.8.has YOUR BEST DEAL 


The ALL NEW 
~AURICON PRO-600" 


for 16mm Optical Sound -On-Fidm 













Professional 
Picture Camera with 
Built-in Features 








“Auricon Pro-600" with Lens 
Blimping Hood, Auto Parallax 
Finder with Magazine, Tripod 








“Auricon Pro-600" with Single- 
Lens “C” Mount, Tele-Finder 
Objective, View Finder, Magazine 


* Self-blimped for completely 
quiet studio operation. The si- 
lent film flow of The “Auricon 
Pro-600" is proof of precision 
design. Your sound-recording 
microphone never picks up 
“Pro-600" Camera noise! 


* 600 ft. film Magazines with 
Auricon-Electromatic Take-up, 
for 16 minutes of continuous 
“Talking-Picture” filming. 


* Synchronous Motor Drive for 
“Single-System” or ‘‘Double- 
System” Recording. 





“Auricon Pro-600" with Critical 
Ground-Glass Focusing, 3-Lens Turret 


* Available at added cost is 
“Single-System” equipment for 
Optical Sound-Track-On-Film. 


* Sold with 30 day money- 
back guarantee, you must be 
satisfied! 





SPECIAL OFFER to 
AURICON-PRO 
OWNERS 


$.0.S. will accept your old camera 
as a trade-in for the “ALL WEW 
Auricon Pro-600”. Time Payments, Too! 


PRICES START AT $1165 


Write for free illustrated 
“Auricon Pro-600” literature 
and price schedule. 























TEL- Ae 


PRECISION proouct> 
REG. U.S. PAT. OFF 


Economy tu Animation 





TEL-Animastand 


A PROFESSIONAL ANIMATION STAND with accuracy 
guaranteed by Acme Peg Bar registration. Includes all 
basic movements — does everything the animator needs. 
Engineered to meet the most limited budget. 


& * 
TEL-Animaprint 
The first sensibly priced HOT PRESS TITLE MACHINE 
for high quality, fast lettering. Prints dry from colored 
foil for instant use. Acme pegs give perfect registra- 
tion on paper or acetate cells. 


For MOTION PICTURE PRODUCERS, ANIMATORS, TV STATIONS, 
SPECIAL EFFECTS LABORATORIES, ADVERTISING AGENCIES, etc. 










TEL-ANIMA tools for Top Techniques. 
Greatest dollar for dollar value in the in- 


dustry « WRITE FOR BROCHURE. TEL-Animastand 


12” to 4” Field Widths. 
Moves E-W, N-S. 

TEL-Animaprint 5 8 - 
For Perfect Titles. 43%" deep 
Prints All Colors. . 
25” high i 
14” wide PRICED FROM 
18%" deep 


PRICED FROM 


MANUFACTURED AND DISTRIBUTED EXCLUSIVELY BY S.0O.S. 


; J Th, Department . _ ae of f th. Whotion he ai Pndustrg ‘ 


§.0.8. CINEMA SUPPLY CORP. 


Dept.H, 602 WEST 52nd STREET, NEW YORK 19, N.Y 
Phone: Plaza 7-0440 Cable: SOSOUND 





NUMBER 5 °* 


VOLUME 16 * 1955 


29 





CAP PALMER 
UNIT 


documentary films 
for business 


LASKY- 
PARTHENON 
PRODUCTIONS 


semi-documentary 
theatricals 


Members of the Parthenon 
key staff are seasoned pro 
fessionals with major ex 
perience prior to their entry 


by choice into docu- 


mentary. Studios repre- 
sented include MGM, Dis- 
ney, U. L, Canadian Film 
Unit, ASN, Warners, and 
DeRochemont; CBS and 
NBC nets. 

Charles Palmer 

John E. R. McDougall 
Jack Meakin 

Peter Kalian 

Banks Murray 

W. T. Palmer 

(Two more to be 
announced) 


Business documentaries by 
Palmer, to most of which 
other members of the staff 
contributed their crafts: 
ON STREAM 


MAN WITH A 
THOUSAND HANDS 


CAREER 


AND THEN THERE 
WERE FOUR 


WORLD IN A WEEK 


THE STORY OF 
MENSTRUATION 


POINTS EAST 

THE SKY IS FOR EVERYONE 
TWO CHEERS FOR CHARLIE 
UNITED 6534 

HOW TO CATCH A COLD 
DAY IN COURT 


| does not compete for 
films which originate with a spon- 
sor, but develops ideas in its own 
shop and offers them to sponsors 
who had not hitherto planned mak- 
ing a picture on the subject. The 
company does not make TV Series 
or commercials, Current production 
includes films for International 
Harvester, AT&T, Conn. General 
Life Ins. Co., Hilton Hotels, Stand- 
ard Oil Co. of California and United 
Artists, and is fully booked for the 
present. 


@ 6264 Sunset Bivd., at Vine 
Hollywood 28 


Picture Potentials for Overseas 


by John Flory, Advisor, Non-Theatrical Films, Eastman Kodak Co. 


66 A MERICAN EDUCATIONAL and in- 
formational films are po- 
tentially as good ambassadors of 
good-will and the U. S. point-of- 
view as are this country’s entertain- 
ment pictures which currently 
three-fifth of the world’s 
screen time, outside the Iron Cur- 
tain”, declared Eastman Kodak’s 
Advisor on Non-Theatrical Films, 
John Flory, in delivering the ban- 
quet address at the 8th 
Cleveland Film Festival. 
“The time has long-since come 
when the United States, as a matter 


occupy 


Annual 


of urgent national policy, must see 
to it that U.S. informational film 
becomes as pre-eminent as Holly- 
wood’s entertainment product inter- 
nationally,” Flory urged. 

This year, Hollywood, he pointed 
out, expects to derive half its 
revenue from the export market. On 
the other hand, export of U.S. 
audio-visual material—projectors as 
well as films and filmstrips — ac- 
counts for less than 1% of the U.S. 
non-theatrical film 


come. 


industry’s in- 


The U.S. Government operates at 
a disadvantage when it comes to 
propaganda films, he observed. In 
contrast, Russia and satellite film 
industries are organized on a mono- 
lithic basis; their budgets for docu- 
mentary and propaganda films are 
enormous on a comparative scale. 


Stockpile for World’s Use 
The United States has a “hidden 
asset”, however, in its “stockpile” 
of over 15,000 existing educational 
and cultural films—many of which, 


with proper foreign-language sound- 


MR. FLORY’S VIEWS on over- 
seas film potentials were ab- 
stracted from his dinner address 
at the 8th Annual Cleveland 
Film Festival on June 22. 





tracks, would be helpful to the 
country’s friends and allies around 
the globe. Likewise, between 500 
and 1,000 U.S. producers of busi- 
ness, educational, and television 
films, are potentially valuable to the 
U.S. in the Cold War for their capa- 
city to handle every type of subject. 

“When many producers handle 
the same subject, this means a 
variety of approaches. Such capa- 
city to present both sides, is itself 
a national asset,” Flory indicated. 
“It is characteristic of American de- 
mocracy that it is not afraid of self- 
criticism.” 

“Oftentimes, the best propaganda 
film is one which hasn’t been made 
for propaganda at all. It’s one which 
has been turned out as an honest 
answer to an every day need. Medi- 
cal films are a good example of 
that.” 

Medical Films’ Value Cited 

The United States is pre-eminent 
in the number and variety of its 
medical motion pictures, the audi- 
ence was told. Of these, at least 
2.000 would be suitable for inter- 
national distribution if satisfactory 
means can be found. In line with 
the speaker’s assertion that private 
enterprise must play an aggressive 
role in circulating U.S. informa- 
tional films abroad, the pharma- 
ceutical industry was urged to join 
forces with the nation’s medical so- 
cieties in setting up international 
medical film libraries and circuits. 

When queried as to why U.S. 
documentary films haven’t as yet 
had greater foreign circulation, 
Flory explained that currency prob- 
lems, lack of 16mm projectors, in- 
adequate preview centers, and the 
“amount of red-tape the independent 
producer must surmount in order to 
be successful in the export market,” 
are all current drawbacks. “Some 
way has to be found to make inter- 
national circulation of the films 
profitable,” said Flory. 


Overseas Television Growth 


“Recently, it was estimated that 
nearly 60% of all U.S. television 
station air-time originates on film. 
Think of what this is going to mean 
on an international basis when there 
are several thousand TV stations in 
the rest of the world. The time is 
already late for American 16mm 
distributors to establish themselves 
in the world market.” 

Since 1947, Russia and its satel- 
lites have begun to use propaganda 
films aggressively on an_ inter- 
(CONTINUED ON PAGE FIFTY-THREE) 





SALESMEN 
HAVE TO KNOW WHAT 
THEY ARE SELLING 


No one will deny that. Product 
information is their ammunition. 
They have to have it. 


BUT . . . to do an effective job 
of selling, they have to tell the 
product story in terms of bene- 
fits to their customers. They 
have to know how to sell 
people. 


Show your salesman the atti- 
tudes and techniques that sell 
people. 


Show them with: 


“CREATIVE SELLING” 


part of the outstandingly suc- 
cessful sound slide program... 
AGGRESSIVE SELLING 


You may obtain a preview 
without obligation. 


Write for details. 





Rocket Pictures 
INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 
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of the nation’s top PR executives will attend 







th NATIONAL 
PUBLIC RELATIONS 
CONFERENCE 


the 





THE AMBASSADOR, LOS ANGELES 
NOVEMBER 14-15-16 





ey wa ® 
— 


RESERVE EXHIBIT SPACE 


Nowhere — but nowhere — will you find such a concentration of prospective customers 
for films of all kinds — and for the equipment and services necessary to produce 
and use them effectively. 


These 2,000 public relations executives represent clients and organizations comprising 
the bulk of America’s leading companies, industries and associations. They will plan and 
influence the purchase of many millions of dollars worth of films, 

equipment and services in 1956. 


They’re important people — to you! 


Send for this Free Brochure —- 






it tells you... it gives you... 
WHO WILL ATTEND FLOOR PLAN OF EXHIBITS AREA 
COST OF SPACE 
WHO WILL EXHIBIT CHART OF AVAILABILITIES 


FULL INFORMATION FOR EXHIBITORS 


Don’t Delay! All exhibit space on “First Come, 
First Served” basis! Write, wire or phone TODAY to... 


Public Relations Society of America, "eg 
2 W. 46th St., New York 36, N.Y. «© W.G. Gatehouse, Exhibits Manager 
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w VALUEs and new methods 

for activating discussions and 
for suggesting solutions to personal 
situations are presented in the Liv- 
ing Right at Our Work series, just 
produced by The Jam Handy Or- 
ganization. 

This integrated group of meeting 
tools —five sound filmstrips, five 
recordings, appropriate guides and 
a manual — were produced with the 
cooperation of The Department of 
the Church and Economic Life and 
The Broadcasting and Film Com- 
mission of The National Council of 
Churches. 


The Need to “Talk It Over” 


“If people could only be stimul- 
lated to get together and talk things 
over, to discover rights and wrongs 
themselves, without being told”... 
Thoughts such as this, voiced at 
meetings of church and community 
leaders and educators, led to the 
planning of the “right living” talk- 
it-over program. Subsequent use of 
the new kit in actual test demonstra- 
tions before groups with widely 
varied interests indicated the pro- 
vocative values of the discussional 
material in many different situations. 

Although the ideas that are pre- 
sented are directed to the individual 
with relation to his Monday-through- 
Saturday activities, it is the group 
meeting that generates the tone, 
theme and vitality of the discussions 
that follow. Real-life situations are 
visualized without bias. The thought- 
provoking situations hold attention. 
They leave it to each member of the 
group to determine his own choice 
of conduct after lively discussion. 


Real Aid to inexperienced 

With this new “Living Right” 
combination, an inexperienced per- 
son can hold a self-propelled meet- 
ing on any one of the 30 and more 
topics for which the ready-to-use 
kit of do-it-yourself materials has 
been prepared. Any experienced 
leader or moderator, on the other 
hand, can do even better because of 
the ready-mix materials that are 
provided to keep the talk-fest roll- 
ing. (Just add people and stir! ) 

The broad topics for the five 
meetings provide 30 striking every- 
day questions of choice, attitude, 
counsel, outlook and _ leadership. 
These situations that arise every day 
are used to point up the problems 
and suggest controversial points for 
discussion. 


Single Program or a Series 


Material for a particular meeting 
can stand alone or a program of 
meetings may be arranged around 
the entire series, depending on the 
desires of the group leader or the 
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“Living RIGHT at Our Work” 





Talking things over, group fashion, helps toward “Living Right at Our Work”. 
A new sound slidefilm program, available at low cost, makes group discussion 
activity meaningful for all kinds of groups (see article beginning Col. 1 at left). 





TRIART 
COLOR 


is 





® 35mm color release 
prints 


® Kodachrome printing 


® 16mm Kodachrome 
enlarged to 35mm color 


® 35mm film strips 





Let our Tri Art Color Specialists 
show you how to make prints 
that will do a better selling job. 








/ CORPORATION 





245 West 55th Street, N. Y. 19, N.Y. © Plaza 7-4580 








group itself. Various uses for the 
material are: 


In the School—to help show stu- 
dents how to find for themselves 
standards of right living applicable 
today as well as in the future, when 
they enter the world of business or 
industry. Groups which will find 
these materials helpful and stimu- 
lating are vocational guidance 
classes, workshops, classes in sound 
moral judgment training in high 
schools and colleges, seminars, adult 
education classes, and parent-teacher 
associations. 


In the Church—to stimulate dis- 
cussions of real-life problems that 
arise during the work-week. The 
material has many possibilities at 
family church nights and at meet- 
ings of men’s and women’s clubs, 
young adult meetings, summer work- 
shops and conferences. 


In the Community—to stimulate 
group discussion of the personal 
problems that arise in every com- 
munity. Solutions often may be 
found through exchanges of view- 
points. Some of the groups that will 
find the material useful are em- 
ployee training groups in offices and 
factories, farm organizations, busi- 
ness groups, labor unions, service 
clubs and professional organiza- 
tions. 
The Kit and How to Get It 


The complete kit of discussional 
materials, packaged in an attractive 
box, consists of the five 35mm 
sound filmstrips, with recordings on 
33-1/3 r.p.m. microgroove records 
aud five Leader’s Guides. There are 
suggested commentaries for intro- 
ducing each meeting in preparation 
for the next get-together. There is 
also a manual with detailed sugges- 
tions for holding lively and con- 
structive meetings. 

The complete kit is priced at $49 
and may be purchased from The 
Jam Handy Organization, 2821 East 
Grand Boulevard, Detroit 11, Michi- 
gan, or from authorized Jam Handy 


dealers. ig 


a * * 


McLouth Sponsors Fishing Films 
® Two new films for lovers of fish 
lore now are being distributed by 
Modern Talking Picture Service, 
Inc. The outdoor subjects, both in 
color, are Salmon Safari, 19 min- 
utes, and Yukon Safari, 25 minutes. 

Sponsored by McLouth Steel Cor- 
poration and produced by Sound 
Masters, Inc., the films take viewers 
on trips through the hunting and 
fishing paradise of Canada’s Yukon 
and the Maritime Provinces. 

Both films should be requested 
from McLouth Steel Corporation, 
300 South Livernois, Detroit. 
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COMMUNICATORS 
ay OF IDEAS 





— 


“Communications? 


How do you define... 


calls it “an interchange of thoughts 





or opinions ... in words or letters.” 


As we translate it in continuing service to our 
clients, “COMMUNICATIONS” means 

the programmed use of all appropriate media. . . 
in motivation, information and development ... 
to bring about measurably 


. better employee, customer, and 
community relations 


Me LOK GO LIAM ALE OLAALATIO LS 
. greater job satisfaction 
. increased sales 


... higher standards of working performance 


HENRY STRAUSS e& CO. 


668 FIFTH AVENUE, N. Y. 19, N. ¥ 
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it’s true of your business! 


it’s true of your business-sponsored film! 
v 


v 


the best 
A GOOD PRODUCT NEEDS G68. DISTRIBUTION 


T were used to be an oft-quoted saying “. . . build a better mousetrap than your neighbor, 


the world will make a beaten path to your door.” This may have been true once 
but we doubt it. 


At any rate this old saw does not apply to today’s business world. Now you need a good 
product, good promotion, and good distribution. 


When it comes to business-sponsored films, the promotion and distribution is the special 
ability that Modern Talking Picture Service brings to your program. 


Modern has been exclusively devoted to the distribution of the sponsored film for many years. 
You can benefit from this experience in handling all kinds of film programs—big and small, 
broad-based and special—for the leading names of American industry. 


What are the advantages we offer you? Here’s one of many— 


@ Modern 16mm distribution is accomplished for the sponsored film through a planned network 
of 28 Modern Talking Picture Service field offices, strategically located in major cities. Plot these 
cities and you find the most efficient marketing map for film distribution ever developed. 


@ 28 Modern offices make your film conveniently available to the audiences you want to reach. 


Film-users prefer to get programs from a source near to them. Distance will inhibit the use 
of your film. 


@ 28 Modern offices means that your film prints spend less time in transit to and from the 


audience—resulting in more bookings from each print than can be obtained by shipping from 
a single point or a few points. 


There are many more advantages of a decentralized network of film exchanges that we could 
name ... and there are many points of Modern service and superiority that you should know. 
To get the facts about Modern and how its specialized services will improve your film 
program, get in touch with us at any of the addresses listed below. 


NEW YORK JUdson 6-3830 DETROIT TEmple 2-4211 
45 Rockefeller Plaza, New York 20, N. Y. 956 Maccabees Building, Detroit 2, Mich. 


CHICAGO DElaware 7-3252 LOS ANGELES MAdison 9-2121 
RE We 
We PIETY 140 E. Ontario Street, Chicago 11, Ill. 612 S. Flower Street, Los Angeles 17, Cal. 
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Natiorurde service from Modern fem Lbyarits 28 umportant- ates — 


ATLANTA CHARLOTTE DALLAS Houston MEMPHIS New York St. Louis 

BOSTON CHICAGO DENVER INDIANAPOLIS MILWAUKEE OMAHA SAN FRANCISCO 
BUFFALO CINCINNATI DETROIT KANSAS CITY MINNEAPOLIS PHILADELPHIA SEATTLE 

Cenar Rapips CLEVELAND H ArrisBurc Los ANGELES New ORLEANS PITTSBURGH WASHINGTON, D. C. 



























RIGHT off the REEL 


National Rental and Projection Service to Serve Business; 


Freedoms Foundation Entries for 1956 Awards Close Nov. 11 


RGANIZING TO IMPROVE 

the quality and convenience of 
service to business and industry, a 
group of earnest audio-visual equip- 
ment dealers located in key cities 
from coast-to-coast met during the 
recent National Audio-Visual Con- 
vention in Chicago to formalize the 
organization of a National Rental 
and Projection Service. Head of the 
service organization is Ray Swank 
of St. Louis, chief of his own well- 
known equipment and film library 
company and a man who firmly 
believes that industry deserves the 
utmost in quality and an efficient 
projection service setup. 

We had the pleasure and privilege 
of meeting some of the outstanding 
dealers who comprise the member- 
ship of this long-needed “voluntary 
cooperative” which intends to work 
on the solution of a number of 
problems related to this kind of 
regional service. Its first goal is to 
provide uniformly high standards of 
projection service for any business 
firm or convention meeting in their 
respective key cities, of which there 
will be approximately 40 across the 
country. 

When a company meeting or con- 
vention is planned, arrangements 
may be made with any one of the 
members of the Association. An in- 
ventory of the many kinds of pro- 
fessional audio-visual equipment is 
being taken, standards for quality 
showmanship have been set up, and 
referral of accounts will be under- 
taken among the members. BUSINESS 
ScrEEN heartily endorses this recog- 
nition of a very special need by 
American business and by myriads 
of convention groups. As plans de- 
velop, space will be devoted to the 
services offered. 

* 3 * 

Freedoms Foundation Entries 
for Film Awards Due Nov. 11 
* Word received from W. C. “Tom” 
Sawyer, vice-president of the Free- 
doms Foundation at Valley Forge, 
Pa., indicates that entries for the 
1956 Awards, to be made next 
February 22 (Washington’s Birth- 
day) are due at national headquar- 
ters on or before November 11. 

16mm films are eligible for Honor 
Medal Awards, as in previous years, 
and will be judged by a dis- 
tinguished 30-member awards jury 
composed of state supreme court 
jurists and executive officers of na- 
tional veterans, patriotic and service 
club organizations. Write for entry 
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blanks to the Freedoms Foundation, 
Valley Forge, Pa., if you have com- 
pleted a film you believe deserving 
of consideration. 
* * * 

Nat'l Adv. Committee Reviews 
Client-Producer Relations 
* The widely-used Checklist of 
Client-Producer Responsibilities, a 
publication of the Films Committee 
of the Association of National Ad- 
vertisers’ is currently being reviewed 
for re-issue. A Sub-Committee of the 
Films Committee, headed by W. H. 
Pratt of the American Telephone & 
Telegraph Co., is doing the job. 

The task of reviewing this valu- 
able Check-List among the nation’s 
producers of sponsored films has 
been accepted by the Editor of 
Business SCREEN, as in the previous 


effort of a few years ago. 
* * * 


Outstanding Research Job Done 
on Film Distribution Trends 
* Utilizing services of a national- 
ly-known business research organi- 
zation, Modern Talking Picture 
Service, Inc., has completed a basic 
study of sponsored motion picture 
distribution trends, with particular 
emphasis on user reactions. 

Speaking to groups of business 
film producers, Frank Arlinghaus, 
president of Modern, recently gave 
some very illuminating figures on 
the tremendous development of self- 
equipped 16mm audiences in the 
U.S. Plans are under way to meet 
producer groups in many sections 
of the country and to publish a re- 
port on the study which will furnish 
some very useful ammunition for 
those who advocate the broader use 
of the 16mm film medium. Audience 
development work being done by 
Modern is directed toward reaching 
larger numbers of churches, indus- 
trial plants, men’s and women’s 
groups. Already reaching large seg- 
ments of these adult groups, Modern 
expects its present promotional plans 
to achieve important results before 
the end of the year. 

* om + 

U.S. Dept. of Agriculture to 
Catalog Non-Government Films 
* The Motion Picture Service of the 
U. S. Department of Agriculture 
plans to establish a central register 
of agricultural film titles and to pub- 
lish a catalog of non-government 
films on agriculture. 

Response to this recent proposal 
by Walter K. Scott, Chief of the 


Service, has been most enthusiastic 


* 1955 





among the numerous agricultural 
extension workers, county agents 
and other users of farm films 
throughout the country. Reports on 
new agricultural titles should be sent 
to the Service as soon as they are 
released, with complete data on 
title, running time, color, and con- 
tents. 
* * * 

Crosby Enterprises Working 
on Magnetic Visual Recorder 
* The research laboratories con- 
cerned with the development of 
magnetic tape as a medium for both 
pictures and sound are laboring 
hard to reduce the tremendous 
amount of material required to store 
the signals required for this new ap- 
proach to audio-visual reproduction. 

From Bing Crosby Enterprises in 
Hollywood, however, comes word 
that an electronic video recorder 
which may be attached to the home 
television receiver “has just about 
been prefected.” This device takes 
sound and pictures of a live TV 
show right off the air, compresses 
them on a half-inch tape. It is ex- 
pected to be marketed “within a 
year’ and RCA is also said to be 
experimenting along similar lines. 
You never know. 


* * a 


“Man With a Thousand Hands” 
Achieving Success Overseas 

* International Harvester’s fine 
Man With a Thousand Hands, epic 
color film story of the Kitimat 
hydro-electric project in British Co- 
lumbia, has been winning world- 
wide acclaim. Man has played to 
large audiences and important 
people in such countries as Austria 
and Belgium. The King of Belgium 
was moved to purchase a print and 
the Austrian Cabinet viewed the 
film and was so moved that they 
brought in some 300 members of 
the Diplomatic Corps for a re-run. 
Newsmen heard such laudatory 
comments that they asked to see it, 





Minnesota’s Governor Orville L. Free- 
man (above) is equipped with a 
12-pound battery-operated tape re- 
corder which he carried on his recent 


flight to Europe. The equipment 
enabled him to keep up his schedule 
of radio talks by airmailing the tapes 
back to Minnesota. 

whereupon the public at large 
wanted a view. 

The Canadian Consulate office ar- 
ranged to set up the film in audi- 
torium and to their amazement 
15,000 people clamored at the doors 
for two consecutive days. There was 
no choice but to keep the screen- 
ings going for 15 days. It is the 
considered opinion of the officials 
there that nearly every adult in the 
metropolitan area of Vienna saw the | 
picture. They doubt that Vienna 
ever got a better anti-Communist 
message in all its history. 

te * * 


New Sound Slidefilm Guide 

* Users of sound slidefilms will 
welcome the news that a Sixth Edi- 
tion of the widely-popular Sound 
Slidefilm Guide has just been com- 
pleted and will be available free on 
your letterhead request from the 
Audio-Visual Division, Du Kane 
Corporation, St. Charles, Illinois. 
Nearly a thousand readily-available 
programs of this type are listed, to- 
gether with complete source data. 


Swift and Company's Merchandising Caravan, a mobile van setup for sales 
meetings throughout the country (and to project showings of company films) 
is just one of the many techniques employed by the firm and described in a 
feature article for publication in these pages next month. (Also see exterior 


view on this month’s cover.) 
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One of three large exhibit areas at the National Audio-Visual Convention’s trade show where products of 120 firms were displayed this year. 


CSU0 at Tenth NAVA Convention 


Six Consumer Groups Join With Members of National Audio-Visual Association 
as Annual Meetings, Conferences and Largest Trade Show Are Held in Chicago 


ROFESSIONAL USERS and 
distributors of audio-visual 
communications media and 
equipment for its reproduction and 
projection, more than 2,300 strong, 
gathered at Chicago’s Hotel Sher- 
man on July 22-27 to attend numer- 
ous conference sessions of the 10th 
Annual National Audio-Visual Con- 
vention and to view the 120 exhibit 
spaces of the expanded Trade Show. 
Meeting with the host group, the 
National Audio-Visual 


which represents specializing dealers 


Association 


and film library operators through- 
out the nation, were members of 
six other professional consumer or- 


An Audio-Visual Workshop for Training Directors 
in Business and Industry was held during the 
NAVA Convention. Shown below (| to r) Lyle 
Corey, International Harvester Co., who presided; 
G. Phelan, Mgr., Greater Detroit Safety Council; 
and John Baker, Chicago Transit Authority, chr. 


ganizations. These included the In- 
Audio-Visual Association, 
the Educational Film Library Asso- 
ciation, the Association of Chief 
State School Officers, Audio-Visual 
Medical & Allied 
Audio-Visual Workshop 


for Industrial Training Directors 


dustrial 


Conference of 


sciences, 


(sponsored by the Illinois Training 
Directors’ Association) and an 
Audio-Visual Workshop for Agri- 


cultural Leaders. 


Largest Trade Show in History 


In three exhibit halls, the prod- 
ucts of 120 manufacturers, film and 
filmstrip producers, and distributors 


Growing religious markets for audio-visuals were 
discussed at the convention. Taking part (I to r) 
were: Harvey W. Marks, Visual Aid Center, Den- 
ver; Brunson Motley, Cathedral Films; Beth Soffe, 
Deseret Book Co., Salt Lake City; Rev. Donald 
Lantz, Family Films; and P. H. Jaffarian, Seattle. 


were on display. Reflecting current 
trends were the exhibits of several 
new wide-screen lenses for 16mm 
films and still projection; new types 
of magnetic tape recording and re- 
producing equipment; several dis- 
plays of room darkening equipment 
for classroom purposes; closed- 
circuit and projected television ap- 
paratus; automation equipment for 
improved business meeting pur- 
poses; revolutionary 16mm sound 
projection developments and a host 
of other 
for today’s 


materials 
widespread uses in 
training, education and recreation. 


devices and 


The power of audio-visuals to 


attract and hold interest, and to 
condense and vitalize data, was 
demonstrated when the National 
Audio-Visual Association condensed 
what normally would have been a 
three-day convention program into 
a total of 642 hours of meeting time. 
Attendance at these sessions was 
more than twice as large as in any 
previous year. 


Elect Officers, Board Members 


New officers and board members 
for 1955-56 were announced by 
NAVA and installed during the con- 
vention. The new president is Alan 
B. Twyman, Twyman Films, Inc., 
Dayton, Ohio. First vice-president is 
Ainslie R. Davis, Davis Audio- 
Visual Company, Denver; second 
vice-president is William W. Birch- 
field, Alabama Photo Supply, Mont- 
gomery, Alabama. 

Secretary of NAVA for the com- 


Evaluating films with the aid of electronic analyser 
during the Educational Film Library Assn. meeting 
were (left) F. A. White, assistant director, Bureau 
of Audio-Visual Services, University of Wisconsin 
and (right) Philip Lewis, of Chicago Teachers Col- 
lege, one of the preview chairmen. 
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ing year is P. H. Jaffarian, Audio- 
Visual Center, Inc., Seattle, Wash- 
ington and the new 
W. G. Kirtley, D. T. 
pany, Louisville, Ky. 

E. Howard’ Marx, vice-president 
of the Ampro Corporation, Chicago, 
was elected chairman of the Ad- 
visory Members’ Committee of the 
Association. This six-man body 
represents in the NAVA organiza- 
tion the 165 manufacturers, pro- 
ducers, distributors and publishers 


treasurer is 
Davis Com- 


who are advisory members. V. C. 
Doering of The Jam Handy Or- 
ganization. Detroit. was elected to 
membership on the Advisory Com- 
mittee, replacing Carl Nater of Walt 
Disney Productions. 


Workshops Are New Feature 


Joining the Convention program 
for the first time this year were two 





—e 


Audio-Visual Workshop leader 
Adrian Terlouw, Eastman Kodak 
Company (left) confers with Gordon 
L. Berg, County Agents and Vo-Ag 
Teacher Magazine editor during 
rural leaders’ session. 


new functional workshops for pro- 
fessional users in agriculture and 
industry. The workshop for training 
directors in business and industry, 
arranged by members of the Illinois 
Training Directors’ Association, 
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Meet the new officers of NAVA for the coming year. Front row (I to r) above are secretary P. H. Jaffarian; second 
vice-president William W. Birchfield; president Alan B. Twyman; first vice-president Ainslie R. Davis; treasurer W. G. 
Kirkley. Back row (I to r) are director-at-large Jaseph Ewing, Jr.; director-at-large Frank S. Bangs; regional director 
(Plains States) Harvey Marks; regional director (Western States) W. H. Utz; and regional director (Southwestern region) 
(Convention pictures by Audio-Visual Service) 


R. R. Riley. 


featured three concurrent demon- 
stration sessions on July 26. These 
were: “Use of Overhead and Opaque 
Projectors in Training Programs” 
with Alan Finstad of the Beseler 
Corporation as session leader; 
“Photography for Projected Vis- 
uals” led by Adrian L. TerLouw of 
Eastman Kodak; and “Preparation 
and Use of Graphic Materials” with 
Stanley Howman of International 
Harvester and Donald P. Smith, 
training consultant, as session lead- 
ers. 

The training workshop was con- 
cluded with a talk “The Importance 
of Visual Aids in Training Today” 
delivered by Gerald Phelan, man- 
ager, Greater Detroit Safety Council. 

County agricultural agents, voca- 
tional agricultural teachers, state 


Preparation of transparencies was demonstrated by Allan Finstad (left, below). 
Watching are Harvey R. Frye, Indiana Univ.; Edward McMahon, Mankato 
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Teachers College; Ray Trimble, Training Specialist, Ninth Naval District. 
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college extension specialists and 
other types of rural leaders attended 
the workshop of new and more ef- 
fective use of communications tools 
for the farm field. Gordon Berg. 
Editor of the “County 
Vo-Ag Teacher” was in charge of 
this program. 

\ continuing tradition saw mem- 
bers of the Audio-Visual Conference 
of Medical and Allied 
gather during the convention period 
in Chicago on July 26. Dr. J. Edwin 
Foster of the Medical Audio-Visual 
Institute, 
Medical Colleges, headed up the 


Agent and 


Sciences 


Association of American 


special one-day session. 
IAVA Holds Regional Meeting 
Members of the Central Region 
of the Industrial Audio-Visual As- 
sociation were hosts on Tuesday, 


July 26 at luncheon and afternoon 
Included 


ous out-of-town 


program. among numer- 
members who at- 
tended was Fred Beach, Remington- 
Rand, Inc., president of the business 
users’ organization. 

A demonstration of the new Per- 
ceptascope projector and training 
technique was a feature of the [AVA 
program, with Louis J. Stoyanoff, 
vice-president of the Perceptual De- 
velopment Laboratories, as guest 
speaker. Lawrence Lueck, vice-presi- 
dent and general manager of EMC 
Paul, 
was another guest speaker and John 
Weber, head of the Technical Serv- 
ice Department of Bell & Howell, 
demonstrated and 


Recordings Corporation, St. 


discussed that 
company’s new “professional type 
50) 


(CONCLUDED ON PAGE 


Opening the annual business meeting of NAVA were (I to r) Jack Lewis, re- 
tiring president; Alan B. Twyman, president-elect; and J. Ken Lilley. Back row: 


Robert L. Shoemaker, Advisory chairman; and William W. Birchfield. 


Pictorial Gem Depicts 

Cable Making Progress 
Sponsor: The 

Company. 
Title: More Than Meets The Eye, 

1314 min., color, produced by 

Audio Productions, Inc. 
* The basic idea of this picture is 
to demonstrate pictorially the great 
progress that has been made in the 
manufacture of telephone 
since the first were constructed over 
75 years ago. 

Cables are a main element in the 
process of telephone transmission, 


Western Electric 


cables 


and today’s cables, manufactured 
by the Bell System’s associated com- 
pany, Western Electric, are a far 
cry from the first of these multiple 
382, that con- 
tained just 62 pairs. A similar size 
conduit now contains 4,000 pairs of 


conductors, made in | 


wires and is greatly improved in 
strength and insulation. 

Industrial Scenes Outstanding 

For its medium of expression, 
Western Electric has used a straight- 
forward commentary on the subject 
illustrated with “factory photogra- 
phy” of such beauty that individual 
scenes are sometimes breathtaking. 
Filmed in Eastman 35mm color and 
processed to 16mm prints by Tech- 
nicolor, this picture demonstrates 
the enormous possibilities of the 
faster color negative film. It enables 
the photographer to capture situ- 
ations that would be impossible with 
slower emulsions and to do it with- 
out “cheating” by using only close 
shots. 

Serves Dual Audience Use 

More Than Meets The Eye has 
more than one purpose. It will be 
a handsome public relations film for 
general showings— groups and tele- 
vision, and will also explain more 
fully to engineering students in col- 
leges some of the functions of the 
Western Electric Co. a 
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Austin-Western Sponsors 


* Austin-Western of Aurora, IIL, 
will feature its 99 grader in a newly- 
planned film to be produced by 
Atlas Film Corporation. The script 
is being prepared by John Ban- 
croft who wrote an earlier film story 
for the sponsor, Arms for Industry. 
Austin-Western’s advertising man- 
ager, Howard Barrows, is distribut- 
ing 50 prints of Arms for Industry 
to the company’s representatives. 
Other Austin-Western films have 
achieved notable success for this 
heavy equipment manufacturer in 
recent years. Visual demonstration 
of machinéry enables sales person- 
nel and dealers to show products 
under operating conditions of all 
kinds at the customer’s doorstep. 
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The familiar “keg of nails” is one of the victims of the revolution caused by 
paperboard packaging — a scene from “Designed to Go Places.” 


Paperboard in Modern Packaging 


Sponsor: International Paper Co- 
pany. 


Title: Designed To Go Places, 23 
minutes, color, produced by Ra- 
phael G. Wolff Studios, Inc. 


* With products of every conceiv- 
able size and shape pouring from 
American assembly lines by the mil- 
lions and being sent all over the 
country and the world by train, 
truck, plane and ship, the packaging 
of these goods to withstand the 
jounces and jolts of automatic 
handling from point of origin to 
ultimate destination, is a major 
consideration. 

This film points out the adaptabil- 
ity and the many advantages of 


corrugated paperboard. Paper is 
strong enough for packaging even 
major appliances because the prin- 


ciple of the arch form used in cor- 





Anesthesia control during actual surgery, one application of the mass 
spectrometer, as shown in the film “Eye to the Unknown.” 


rugated paper makes it able to hold 
many times its own weight. 

Theme of the picture is that cor- 
rugated paperboard may be used to 
package almost everything, includ- 
ing even such items as nails, which 
traditionally have always been 
packed in wooden kegs, and such 
heavy appliances as refrigerators, 
which need only a few boards to 
serve as their base. 

Other areas in which paperboard 
is replacing wood is in the packag- 
ing and shipping of citrus and other 
fruits. Also, paperboard containers 
may be designed specifically for the 
product being shipped much more 
easily and economically than can 
wooden crates. 

Pending completion of trade show- 
ings, distribution plans are being 
withheld for further announcement 
expected to be made this fall. & 





Louis Roth Shows Line 
to Retail Clothiers 
Sponsor: Louis Roth Clothing 
Company. 

Title: Design for Comfort, 20 min, 
color, produced by Film Associ- 
ates of California. 


* “Different” would be a good way 
to describe this men’s cloak and 
suit epic. Garment making, Califor- 
nia style, is the subject, and the 
makers of this picture have spruced 
it up with good film design, off-beat 
humor and a most interesting use of 
colored lighting effects to point up 
this and that feature of the product. 

Louis Roth Clothing Co., which 
puts together some bright patterns 
and keen styles which would thor- 
oughly startle the drab-clad set on 
Madison Avenue, will use the film 
for sales promotion efforts in the 
trade, and also for showings direct- 


ly to consumers. be 
te & * 


“Eye to the Unknown” 
a Prize Research Film 
*« Mass spectrometry, a new analyti- 
cal technique serving science, medi- 
cine and industry, is described in 
Eye to the Unknown, a 33-minute 
color film sponsored by Consoli- 
dated Engineering Corporation, 

Pasadena, California. 

Eye to the Unknown was judged 
the best industrial research film of 
the year at the recent eighth annual 
Cleveland Film Festival. Consoli- 
dated’s Dynamic Measurement was 
so honored a year ago. Both films 
were produced by Jack L. Copeland, 
formerly a Consolidated employee 
who now heads Jack L. Copeland 
and Associates, Los Angeles film 
producers. 

The new film relates a complicated 
analytical science to everyday living 
in situations ranging from stark 
drama to cartoon comedy. It drama- 
tizes Dr. Joseph Priestley’s dis- 
covery of oxygen in 1774 and John 
Dalton’s conception of the modern 
atomic theory in 1808. 

Eye to the Unknown takes a 
lighthearted dig at some of the 
weaknesses of classical “pre-mass- 
spectrometry” chemistry while trac- 
ing the historical development of 
the mass spectrometer from its in- 
vention in 1910 by J. J. Thompson 
to the present. Delivery of Consoli- 
dated Engineering Corporation’s 
first commercial mass spectrometer 
in 1942 also is shown, an event that 
contributed greatly to the emergency 
development of high-octane aviation 
fuels and to the synthetic rubber 
program. 

The mass spectrometer is an elec- 
tronic device that identifies and 
measures the constituents of com- 
plex gas and liquid mixtures. ba 
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A $70,000 Production Program for Training — 


“Selling is Mental’ Program 
Announced for Sales Meetings 


Seven Sound Slidefilms Are Packaged for Direct Sale to Business 


nN “Syncn” Wiru the new accent 
I on sound slidefilms, Kling Film 
Productions, Chicago, has an- 
nounced a $70,000 production pack- 
age, composed of seven slidefilms 
for sales training. The package, Sell- 
ing Is Mental, was written and pro- 
duced by Raymond E. Lee, director 
of Kling’s recently established syn- 
dicated Sales Training Division. 

The seven segments of Selling Is 
Mental are 15 minutes each in 
length and are filmed in color. The 
films are designed as a 21]-week 
sales training program on the 
“hows” of selling — strategies, tac- 
tics and procedures. Only one sub- 
ject will be shown at a meeting but 
it will be shown twice. After each 
of the seven is shown, the series is 
repeated in the same sequence until 
salesmen have seen each film at 
three different meetings. 


Repetitive Use a Fundamental 


Repetition is fundamental in ab- 
sorbing the Selling Is Mental mes- 
sage, according to Lee, who main- 
tains that slidefilms have “five times 
the potential of movies” in sales 
training situations. 

In addition to the color slidefilms 
and records, the sales manager who 
conducts the meetings will receive 


First in the new series of “Selling is Mental” films 
is this basic and introductory program... 


Wite power of 


MENTAI 
ATTIPUDE 


in selling 


Stay with the prospect until the sale is made as 
this scene from “Closing the Sale” advocates . . . 


§ 








supplemental printed material. Part 
of the material, to be read before 
and after the showing, relieves the 
manager of the pressure in _pre- 
paring his own talks. The materials 
include a follow-up letter which the 
manager sends to salesmen on his 
own stationary. The letter recapitu- 
lates the points made in the film 
and affords salesmen a_ tangible 
reference. 

Seven Titles Briefly Reviewed 

Covering seven aspects of sales 
training, Selling 1s Mental consists 
of the following subjects: 
® The Power of Mental Attitude in 
Selling —which shows the salesman 
the power of a positive approach; 
the affect of a negative attitude, 
what causes it and why he must 
immunize himself against it. 
* Turning a Deaf Ear to Sales Re- 
sistance—explaining why prospects 
build a wall of resistance to stop the 
selling momentum. Once the sales- 
man understands this, he can de- 
velop the art of by-passing resist- 
ance and continue to sell right down 
to the point of closing. 
* Closing the Sale—noting that the 
sale should be made mentally before 
the salesman makes the call. This 
film shows how to make the pre- 
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The salesman drives home a point just before ask- 


ing for the order; scene in “Closing the Sale.” 


The prospect's wife visualizes herself enjoying all 
the advantages of a $40,000 yacht... 


Checking a typical sales situation during production of the Kling-packaged 










sound slidefilm program created for meeting use titled “Selling is Mental.” 


sentation with an eye to closing the 
sale from the opening moment 
how to ask again and again for the 
order. 

© Developing . the 
Towards Price 


Right Attitude 
stressing that once 
fear of price resistance is dispelled, 
the salesman encounters less of it. 
Forceful selling of advantages of 
the salesman’s offering can out- 
weigh price differential, since price 
seldom is the single determining 
factor in buying. 
© The Right Attitude on a Call Back 
provides help for the salesman on 
closing business when a call-back 
is necessary. The call-back should 
not be for the decision, the film 
states, but it should be a_ well- 
planned, hard-hitting selling inter- 
view. 


® Selling the End Result First—call- 
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ing attention to what the prospect 
buys what the product will do for 
him. The salesman is shown how to 
apply strong strategy in selling his 
product or service. 
® The Prospect Is No Mind Reader 
reminding the salesman that 
there is danger in shortening the 
presentation when he fears the pros- 
pect will get impatient: the prospect 
is no mind reader and is left with 
an incomplete concept of the sales 
offer. A knowledge of powerful 
words can help the salesman main- 
tain prospect-interest. 


Authors Book on the Subject 


Ray Lee has written a book “Sell- 
ing Is Mental,” based on his 20 
years of experience in the sales 
training field. This experience in- 


(CONTINUED ON THE NEXT PAGE) 


Brushing aside the prospect's wall of resistance in 
“Turning a Deaf Ear to Sales Resistance.” 





Another scene from “Developing the Right Attitude 
Toward Price” — use it as an added advantage! 


Scene in “Selling is Mental” Series 


{CONTINUED FROM PRECEDING PAGE) 
cluded production of sponsored 
filrns for several manufacturers. Lee 
joined Kling in March, 1955, at 
which time he began converting 
chapters of his book into the slide- 
film version. 

The Selling Is Mental series is 
available to any type of organiza- 
tion (except retail stores) which 
sells its products through salesmen. 
The sales training package may be 
used with automatic or signal record 
and may be purchased for $750.00 
from Kling Film Productions, 1058 
W. Washington Blvd., Chicago 7. 

e + a 
American Auto Aims 
Program for Youth 
* Communities and schools attempt- 
ing to make youngsters behave in 
and around automobiles are advised 
of four 16mm color and sound mo- 
tion pictures available from the 
Automobile Association. 

The four films, three of which 
have won awards, are aimed at ele- 


American 


mentary, junior and senior high 
school students. In simple dramati- 
zations, the films build correct atti- 
tudes by appealing to the juvenile’s 
intelligence and sense of sportsman- 
ship. 

The safety subjects include: 
Borrowed Power, 19 minutes 
the story of a high school student 
who allows the “borrowed” power 
of a car to change his sportsmanlike 
behavior into attitudes which prove 
dangerous. When the boy, Jerry, is 
arrested for speeding and reckless 
driving, a sympathetic judge guides 
him toward straight thinking, an 
understanding that Jerry must con- 
trol the power the car gives him. 
This film, which won an honorable 
mention from the National Commit- 
tee on Films for Safety, may be 
used for driver education classes 
and classes that relate to social be- 

haviour. 

Mickey's Big Chance, 17 minutes 

concentrates on the pre-driving 
interests of junior high school stu- 
dents. Mickey’s older brother prom- 
ises to let eager Mickey drive his 
car only if he learns to drive proper- 
ly. Observing drivers and driving 
situations while riding his bike, 
Mickey learns driver responsibility, 
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joins a driver education class and 
merits his big chance to become a 
driver. This picture was a top Na- 
tional Committee award winner. 
Dick Wakes Up, 14 minutes 
emphasizes the dangers of walking 
traffic. Dick, 14, 
crosses the street against a red light 
and finds himself lying seriously in- 
jured in a hospital. In a dream, he 
is visited by his conflicting inner- 
Good Judgment and Bad 
Impulse. Waking up, Dick decides 
Good Judgment is right and that 
chance-taking Bad Impulse is a 
ticket to the hospital. For early teen- 


or playing in 


selves 


agers and adult groups studying 
safety. 

The Talking Car, 13 minutes 
helps 4th, 5th and 6th graders learn 
the limitations of common  safe- 


guards, remember the times and 


places extra care must be exercised. 
\ car that talks to Mary and Jack 
points out safety aids: traffic lights, 
policemen, crossing guards, hand 
signals, safety patrols, and signs 
guarding crossings. Thereafter, the 
car counsels the pair on personal 
responsibility, the need for caution 
when they are away from safety 
aids and on their own. The Talking 
Car won a National 
award of merit. 


Committee 


A teacher's guide for each of 
these films is provided without cost 
when the film is purchased or 
loaned. These guides outline sound 
procedures for getting the most 
value from the film in teaching situ- 
ations. For information on purchase 
of prints, contact the 
Automobile Association, 
Street, Washington 6, D.C. 


American 


1712 G. 


Nabisco Pictures Ritz Cracker from Field to Kitchen 


Sponsor: National Biscuit Com- 


pany. 


Title: Crackers by the Billion. 26 
min.. color, a Fritz Henle Pro- 
duction. 

* Nabisco has been making motion 

pictures about its products and oper- 

ations for more than 30 years. Mil- 

lions of people have seen the relent- 

less march of the cookies as they 
paraded across the screen from oven 
to box. 

Last year. the company decided to 
try another cracker and cookie opus, 
but to concentrate on just one brand 

Ritz and to follow it from 
wheat field to the family kitchen. 

The film was completed last winter 
and was introduced at the company’s 
Annual Sales Conferences. Nabisco 
will show it to every employee, to 
through Mod- 
ern Talking Picture Service, and on 


the general public 
television — through the special dis- 
tribution facilities of The Princeton 
Film Center. 

To make the film, Nabisco en- 
gaged Fritz Henle. a foremost still 


photographer for over two decades. 
Though this picture is Mr. Henle’s 
first major film production, he has 
been developing a motion picture 


Ritz packages on the assembly line in a 
scene from the Nabisco film. 


style and technique comparable to 
his still photography work for 
several years. 

Crackers by the Billion was photo- 
graphed on location at a grain field 
in Ohio, Nabisco’s huge concrete 
grain elevator at Toledo, the new 
bakery in Chicago. and studio sets 
of an average home kitchen in New 


Y ork. bt 


Nabisco’s huge elevator at Toledo makes dramatic scene in Ritz film. 
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“Tuesday’s Child’ Shows 

Needs of Retarded Child 

Sponsor: National Association for 
Retarded Children. 

Title: Tuesday's Child, 15 min., 


color, produced by Information 
Productions, Inc. 


* While each audience watches this 
15-minute film a mentally retarded 
child will be born somewhere in the 
United States. A retarded child may 


be born to anyone — a professor or 


a plumber. Today this problem is 
ten times more common than crip- 
pling polio. Three children out of 


Yr 


Steps taken to aid retarded children are 
pictured in the film “Tuesday's Child.” 


every hundred born in the United 
States are born under this shadow. 

They are children like Jane 
Fisher, in this film. Jane is ten years 
old, but mentally only five, and 
there will come a time when she 
won't be able to go any further. 
She, and other retarded children are 
as loving and lovable as any chil- 
dren, but in varying degrees they 
lack the ability to learn as normal 
children learn. 

Tuesday's Child (“full of grace”) 
describes the steps being taken by 
the National Association for Re- 
tarded Children to discover the 
causes and thereby the cure and 
prevention of retardation. This ac- 
tivity, on a national and state level, 
provides aid to special schools 
where retarded children are taught 
meaningful, useful work, enabling 
them to assume marginally inde- 
pendent lives in society. 

But, most of all, the film is con- 
cerned with what parents of re- 
tarded children and other interested 
citizens can do to face the problem 
in each community. 

Tuesday's Child will be distrib- 
uted nationally on television by 
Sterling Television Co. 4 
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First Atomic-Powered TV Spots? 
® Shooting on location at the Gen- 
eral Electric atomic power plant in 
West Milton, N.Y. last month, the 
George Blake Enterprises camera 
crew drew all its current directly 
from the new plant. The films were 
later used as mid-show commercials 
on the General Electric TV Theatre. 
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Pan American World Airways 


Holds Uverseas Sales Seminars 


Field Training Program Utilizes Effective New Visual Media 


AN AMERICAN WorLD AIRWAYS’ 
Ptrining program, established 

three years ago, is a continuing 
process which has been set to move 
step by step towards complete cover- 
age of all job categories in the com- 
pany. To date, all PAA people have 
been exposed to various phases of 
the program with emphasis on sales 
and service. 

This year, the company is con- 
ducting world-wide seminars in 
sales training for “outside” 
men 


sales- 
men who call on both com- 
mercial and private accounts... 
whose job is helping to solve the 
air transport problems of exporters, 
manufacturers, distributors, travel 
agents, the general public, etc. The 
backbone of the package prepared 
for the four components of the 
company (Atlantic, Latin America, 
U.S. Sales, and Pacific Alaska) con- 
sists of one sound slidefilm, Blue- 
print for Professional Selling, 8 
min.; a motion picture, The Nine 
Lives of a Salesman, 24 min.; and 
a second motion picture, Harry 
Fuller’s Sales Experiences, a group 
of specially prepared training film 
sequences adapted from The Nine 
Lives . film. All this material, 
plus manager’s and trainer’s guides. 
were prepared by the office of Frank 
Howe, PAA’s System Superintend- 
ent of Sales and Service Training. 
in conjunction with Henry Strauss 
& Company. 


Program Varied in Field Use 


Although the Outside Sales Semi- 
nar is fully prepared in New York 
and is detailed almost word by 
word, it is not sent out in the field 
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with command instructions to be 
used in any exact form. Conditions 
may vary from Boston to Bangkok 
to Berlin, and PAA’s decentralized 
system of semi-autonomous divisions 
adapts the training program to fit 
its needs. 

The Atlantic Division, with more 
than 40 district sales managers, met 
in London in December and spent 
two days being trained in the pur- 
poses, subject matter and use of the 
program. The managers returned to 
their home offices and put the ma- 
terial to work in January. It was 
completed in three months. 


Good Response, Climbing Sales 


While results of any training pro- 
gram still in operation are hard to 
assess, the highly enthusiastic re- 
sponse from the field and a climbing 
sales curve are evidences of success- 
ful design and implementation. 

The Latin America Division’s 
Sales Managers met in Miami about 
a month after the London meeting 
and the training program went into 
effect in a concentrated form in 
February. Regional meetings were 
held in San Juan, Guatemala City 
and Buenos Aires, and 
PAA’s own men, prominent travel 
agents were invited to attend. PAA 
provided Spanish and Portuguese 
tracks on magnetic striped film for 
these sessions. 

The U.S. Sales and Pacific Alaska 
Divisions held similar seminars in 
New York, Chicago and Honolulu. 
Complete coverage of each outside 
salesman is expected by the end of 
the year. 


besides 
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Pan American World Airways’ district sales managers from Europe and Middle-East joined in conferences at London’s Selden’s Park Hotel as they prepared to 
carry the new Outside Sales Training Program back to their home offices for use in the actual sales contact field throughout the world. 


Pan American’s aim in the Out- 
side Sales Seminars is not so much 
forth a definite method of 
selling in the traditional genre but 
to spotlight problems and suggest 
methods of solution that can be 


to set 


thoroughly thought out by each 
salesman. 


Problems Same the World Over 

While differences in 
sales approaches that might be 
adaptable to different countries, 
still, the frozen-faced Pakistani 
prospect is just as much the “ice- 
berg” type as the hard-to-approach 
Philadelphian. 


there are 


By encouraging each man to find 
his best route to a successful “close” 
with training in the sales seminar. 
PAA realize a 
competitive edge on other airlines 
which 


expects to keener 


have not these 


methods. 


adopted 


The Nine Lives of a Salesman 
shows some of the problems PAA 
sales representative Harry Fuller 
runs into during a typical day. As 
used in the program, this film is 
first shown in complete form, and 
later, in discussion periods, eleven 


t 





specially written sequences, running 
about two minutes each, are shown 
so that some of the basic problems 
Harry Fuller 

Nine Lives... 


encounters in The 
may be understood 
and resolved individually. 

As an example of what he runs 
into, the sequences are titled: 


Sequences Show Key Situations 

Knou ing Your Prospect 

Researching the Prospect 

Impulsive Prospect 

Tough Prospect 

Iceberg Prospect 

Cautious Prospect 

Dangers in Mechanical Selling 

Creative Selling Means Solving 
Problems 

Completing the Sale 

Handling a Complaint 

Servicing the Travel Agent 


“Nine Lives” Wins Award Kudos 

Resides winning the more satis- 
factory awards in new sales records, 
PAA’s Nine 
awards from impartial juries at the 
Film National 
Visual Presentation Association and 


the Golden Reel Film Assembly. & 


Lives . has won 


Cleveland Festival. 


Meeting the sales prospect in his office is Harry Fuller’s job; how he performs 


is shown in “Nine Lives of a Salesman,” a new PAA training film. 
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Taylor Wine Brings 

Story of Good Living 
® Good American wines and how 
they contribute to the enjoyment of 
every-day living is the thirst arous- 
ing theme of The Shelbys Go to 
Hammondsport, a new color sound 
slidefilm sponsored by the Taylor 
Wine Company. 

The film, recently previewed at a 
distributor meeting held at the Tay- 
lor winery, Hammondsport, N.Y., 
was designed for two types of audi- 
ence. It is to be shown to,-Taylor 
wholesalers and sales staffs across 
the nation and it will be made avail- 
able to business, club and other con- 
sumer groups. 

The product story is told through 
the eyes of Suzan and Rick Shelby. 
a young couple, who spend part of 
their vacation visiting the Taylor 
winery. With them, the audience 
discovers the vineyard where fra- 
grant grapes ripen in the sun; the 





winery where the grapes are 
crushed, fermented and changed 


into wine; the Taylor Test kitchen 

where the Shelby sample choice 
made with Other 
scenes take the viewers to various 


recipes wine, 
homes where people are 
Taylor wines. 

Producing the slidefilm, Sarra, 
Ham- 
mondsport for several weeks of lo- 
cation shooting. Additional footage 
was shot at Sarra’s Chicago studio. 

Development of the film was 
supervised by Grayton H. Taylor, 
in charge of advertising and mer- 
chandising at Taylor. The Shelbys 
Go to Hammondsport was produced 
through D’Arcy Advertising Com- 
pany, N.Y. Joseph A. Goodin of 
D’Arcy and J. A. Mays of the Tay- 


lor Wine Company supervised dur- 


serving 


Inc. sent camera crews to 




































































ing the shooting phase. 








written by 
Helen A. Krupka of Sarra’s creative 
staff. Photography and 
were by Ray Mueller with general 
supervision by Harry W. Lange, 
Sarra manager. La’ 


The new film was 

















direction 






































Below: visitors to the Taylor Wine Company 
(Harmmondsport, N.Y.) stop to rest in Hos- 
pitality Room at winery. 









































































































































Brilliant Eastman color of Arizona’s rugged terrain highlights this new Chevrolet wide-screen motion picture. 


“Arizona Story’ on the Wide-Screen 


Chevrolet Film Shows Heavy Duty Trucks in Rugged Setting 


*« W ide-screen showings of Arizona 
Story, a 16mm motion picture pro- 
duced by The Jam Handy Organiza- 
tion, were featured at the National 
Audio-Visual 


tion in Chicago. 


Association Conven- 
Arizona Story was produced for 
Chevrolet. The Radio Corporation of 
America, learning of the new ap- 
plication of dramatic staging tech- 
Jam Handy, asked per- 
the Chevrolet- 
sponsored film at the RCA exhibit 
during the NAVA Trade Show. 


niques by 


mission to show 


he film originally was photogra- 
phed in 35mm for wide-screen show- 
ings up to 50 feet in width at large 
meetings of Chevrolet sales person- 
nel. This width exceeds that of most 
conventional motion picture theatre 


Behind the Scenes With 


NE OF THE Most exciting pro- 
O jection devices to be developed 
since the motion picture is Cello 
matic. Perfected after four years 
Howell-Rogin Studio, 
Inc., the Cellomatic projector is the 


research by 


only “still” projection device de- 
signed to provide limited animation, 
motion and instantaneous optical 
effects. 

Its use is three-fold: for direct 
projection in sales presentation, ex- 
hibitions or training; as an aid in 
motion picture production; and as 
an auxiliary device for television 
production, 

Best Techniques Are Cited 

In direct projection, Cellomatic 
can enliven a message by instan- 
taneously wiping across screen from 
one picture to another, dissolving 






screens. Made with the new Eastman 
Color process, Arizona Story shows 
Chevrolet heavy duty trucks in oper- 
ation in rugged desert and mountain 
terrain in Arizona. 


16mm Version for Canada 

General Motors of Canada re- 
quested the picture in 16mm prints 
for wide-screen projection instead 
of 35mm. Sixteen millimeter prints 
were made by a reduction process. 
The wide-screen projection of the 
smaller size film is possible through 
the use of an adapter in the 16mm 
standard projectors which gives the 
wide-screen ratio of two to one, the 
image on the screen being twice as 
wide as it is high. A 16mm picture 
thus can be projected to cover a 
screen wider than 20 feet. i 


Cellomatic: How it Works 


from one setting to another, pro- 
viding limited animation and utili- 
zing a split screen to project vivid 
before and after comparisons. 

The round and square iris is also 
available to enliven a presentation 
and add fluidity of movement on 
the screen. Limited animation by 
Cellomatic heightens the interest of 
the story. One by one, as if by 
magic, the bars of a graph can 
easily be made to appear and climb 
to their relative sales position. Rear 
or front projection may be utilized 
with a screen size up to 12 by 16 
feet. 


When Cellomatic is used on tele- 
vision, the second camera hereto- 
fore necessary to produce certain 
optical effects is automatically freed, 
and the resulting picture suffers 


from no loss of quality in either 
foreground or backgroud of the TV 
super. 


Advantages for the Producer 

As in television use, Cellomatic 
offers great opportunities to motion 
picture producers, enabling them to 
achieve with great simplicity effects 
heretofore difficult with existing 
methods. Sequences which would 
formerly have demanded the serv- 
ices of a squad of animators, a 
stand, optical bench, and hours of 
skilled labor, may be accomplished 
by Cellomatic’s motion picture 
service organization quickly and 
easily. iy 

* * * 
U.S. Plans World-Wide Use 
of Japanese Documentary 

® World-wide distribution of The 
Yukawa Story, a documentary of 
Japan‘s 1949 Nobel Prize winner, is 
planned by the United States Infor- 
mation Agency. The film recently 
had its premiere in Kyoto. 

More than 2,000 people jammed 
Kyoto’s Shimbun Hall to see the 
U.S. Information Agency sponsored 
film honoring Dr. Hideki Yukawa, 
Japan’s nuclear physicist. The 38- 
minute documentary was made while 
Dr. Yukawa was in the United States 
working with a group of nuclear 
physicists, including the late Dr. 
Albert Einstein, at the Institute for 
Advanced Studies, Princeton, and 
while Dr. Yukawa taught physics at 
Columbia University. 

Narrated in Japanese by the 
scientist’s son, Taka-aki Yukawa, the 
film describes Dr. Yukawa’s research 
work, his family life and shows 
scenes of Kyoto where the physicist 
spent his early childhood. 

The Information Agency has dis- 
tributed 48 prints to American and 
Japanese Cultural Centers in Japan. 
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Slidefilms a la Carte 


by J. LeRoy Gibson, Writer, Producer, Sound Masters, Inc. 


+HERE ARE many competent pro- 

ducers making wonderfully ef- 
fective sound slidefilms for clients 
who establish their value by use. 
But to take inventory of persisting 
problems is always interesting, 
sometimes amusing and forever 
necessary for the advancement of 
the art. 

The day has long passed since 
the sound slidefilm was generally 
looked upon as a sort of paralyzed 
motion picture or a cheap substi- 
tute for one. However, the attitude 
still persists in some quarters. 

Because there are slidefilms pro- 
duced every year which reflect such 
thinking, it is well for interested 
producers, individually and in 
groups, to review the overall situ- 
ation with the idea of contributing 
to the progress of a medium which 
when properly handled is a real 
power in the business, educational 
and religious fields. 

There is no exact formula—and 
it is natural that there will always 
be sincere conflict of opinions, as to 
techniques, for the established stand- 
ards are very broad. But certain 
elements of subject matter and pro- 
duction deserve special attention for 
the good of the medium, the pro- 
ducer, the sponsor —and incidental- 
ly the audience. 


The production of an effective 
sound slidefilm is not an easy job. 
The talents that go into its con- 
ception are worthy of their hire and 
the artistic and mechanical skills 
employed in its production, when of 
high quality, require substantial in- 
vestment. 

A poor book, play, or motion pic- 
ture casts no reflection on the good 
ones, and that is also true of slide- 
films. But, as in all arts and crafts, 
those interested in the medium and 
its place and function, should make 
a sincere effort to decrease the num- 
ber of “turkeys” that somehow or 
other seem to creep into circulation 
from year to year and sometimes, 
limp through long but ignoble lives. 

Some of the sins committed in 
the production of a slidefilm are in 
a measure due to the fact that any- 
one, amateur or professional, with 
but little knowledge, small invest- 
ment and access to simple equip- 
ment can “go into the slidefilm 
business”. 

On a sheet of white paper there 
may be printed a page of the Bible 
or a comic book story and so it is 
with the screen. It is there to re- 
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ceive whatever is projected on it 
and that can never be better for its 
purpose than the thinking and ef- 
fort put into it. 


There has been much said and 
written about the many virtues and 
advantages of the medium so it may 
not be amiss to consider some of 
the things which can detract from 
its available advantages. 


There are certain types of treat- 

ment which should be avoided. The 
most common of these seem to be: 
The Paralyzed Motion Picture: 
Here static people with frozen fea- 
tures insist on speaking from the 
screen, often entering into dialogue. 
We call them talking cadavers. They 
betray their own medium by trying 
to make it what it is not. This is 
quite a trick, but it really never 
works, and is a confession of cre- 
ative weakness. 
The Lopsided Film: In this film 
the audio and visual are not equally 
balanced in either context or im- 
pact. The narration may be strong 
but weakly illustrated, or the op- 
posite situation may exist, where 
the visual has a punch not supported 
by the text. 


The Tandem Film: This is where 
the audio says to the ear identically 
what the visual says to the eye, so 
that one contributes in no way to 
the development of the other. A re- 
cen picture showed a man obvious- 
ly shovelling coal and the voice said, 
“This man is shovelling coal” in- 
stead of telling why or how he was 
doing the work. This is, of course, 
an extreme example, but there are 
many degrees of the evil where the 
script betrays little if any appreci- 
ation of the power of the properly 
used audio-visual combination. Such 
a fault may be due to the fact that 
the script has been written by a 
‘‘copywriter’’ rather than one 
trained in writing for the screen. 

The “Get Your Money’s Worth” 
Films: These films are sometimes 
due to the client’s wish for “big 
value” in number of frames, run- 
ning time or both, or can be due 
to a producer’s wi’. to convince a 
client that he is ¢ »tting a lot for his 
money. Such a film can have too 
many frames which “rabbit-hop” 
along at a faster pace than is justi- 
fied or required by the narration. 
Confusion and lack of favorable 
impression often result. Then there 
is the drawn out and sometimes 
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The Editors of Business Screen 


Present an Editorial Symposium on Today's 


Visual 
Presentation 
Techniques 





INCLUDING PART TWO OF THE CONTINUING SERIES 
OF PRODUCTION EXPERT’S OPINIONS ON THE MORE 
EFFECTIVE USE OF THE SOUND SLIDEFILM MEDIUM 


“Slidefilms a la Carte” 

“Sound Slidefilm? What Is That?” 
“OUR Problems — and YOURS” 
“YOU Are Still the Star” 
“Visualscope: New Wide-Screen Technique” 


“Slidefilms on the Visual Team” 


“Multi-Purpose Tool for Business” 
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Key to More Sales — 
Selling the Salesman 





* The first person who n.\"t be sold 
on a product or service is the sales 
man. Sound slidefilms are very active 
prime-sellers in competitive com- 
merce. These films are used to excite 
dealers, distributors and other sales 
persons—to sell them on the quality 
features and market advantages, the 
sell-ability of manufactured items. 

Among the dealer-enlistment films 
are a number of subjects which circu 
late on and 
reach the widest possible sales audi 
ence: 


free loan sale basis to 


a at * 


A Machine Tool Maker 
Emphasizes Product Know-How 
@ Tray-Top Topper, 18 
color, was sponsored by the Cincin 
nati Lathe 


minutes, 


and Tool Co. to arouse 
dealer enthusiasm for the manufac- 
turer's machine tools and to brief 


them on the product's features. The 


film also is used to recruit new 


dealers. 
In Tray-Top 


tool 


machine 


Topper a 
salesman encounters an ap 
parently insurmountable obstacle in 
situation. By applying his 
knowledge, he not 


jumps the barrier and makes the sale 


a sales 


product only 


but converts the customer into a 
product booster. The film thus 
prompts salesmen to devote more 


time to mastering their product in 
formation, to fortify themselves with 
the data that turns inquiries into 
sales. 


2 * . 


Fundamentals of Hearing 


Help Sell Zenith Aids 
@Sound and How The Ear Func 
tions, 12 minutes, black and white, is 
a slidefilm sponsored by the Hearing 
Aid Division of the Zenith Radio 
Corp. to instill a sympathetic atti 
tude in the minds of Zenith’s hear 
ing aid dealers. To make 
understand the possible aid which 


dealers 


hearing devices can give persons with 
impaired hearing, the film effects a 
quick and simple digest of: 
portance of hearing, contributions it 


the im 


makes in our daily lives, physiologi 
cal aspects of hearing, what impairs 
hearing, the help afforded by hearing 
aids. 

Realizing that the dealer had little 
knowledge of this subject and that 
the full information fills volumes, the 
sponsor chose the slidefilm medium 
to interest dealers in the collateral 
prep tools— manuals, monographs, 
charts, books which are integrated in 
the Zenith training program. 

Besides dealer instruction, the film 
is being used by the Veterans Ad- 
ministration, clinics and university 
training departments. The film is dis 
tributed on free loan from the George 
Reuter Organization, Inc., 450 E. 
Ohio Street, Chicago, Il. 


(CONTINUED FROM PRECEDING PAGE) 


“padded” film for that client who 
wants a “long show” for his money. 
Usually the same story could be 
better and more impressively told 
in a third less time, with more care- 
fully composed frames and a narra- 
tion void of sterile words and 
rhetoric. 
The “Westminster Chimes” 
‘ilm: a film where the 
“bell”, the sole purpose of which is 
to alert the operator for a frame 
change, is so loud or of such strange 
sound that it becomes distracting 
and interrupts continuity. With the 
great improvements in projection 
equipment, there is no excuse for 


This is 


this error today. 

Seldom does a slidefilm fall ex- 
actly one of these tanta- 
lizing catagories, but rather it may 
include some of the 


into any 


elements of 
more than one. This is naturally so 


because if skill and exverience in 
writing and production are missing, 
it is easy to compound mistakes and 
get into a lot of trouble. 


Manufacturers, through research 
and capital investment now supply 
a wide variety of equipment with 
unique features in both projection 
and sound. These improvements, 
generally appreciated and fully 
adapted by writers and producers, 
have and will contribute much to a 
growing respect for a wider use of 
the medium. ba 








Sound Slidefilm? What Is That? 


by J. E. Webster, President, Continental Productions Corp. 


‘es, Tuts Is THe Repty I got 
from a sales manager of a very 
large manufacturing concern a few 
when I first called on 
him to discuss sales presentations 
using the 


months ago, 


slide medium. 
When I had explained the medium 


sound 


and its possibilities, then showed 
him the compactness and simplicity 
of the Projector, he gave me a con- 
tract to produce a low budget black 
and white film for his national dis- 
tributors’ sales meeting which was 
10 days off. 

He supplied us with black and 
white 


only 


glossy photos and art work 
of his plant, and products which he 
had on hand. Then our artists re- 
touched, made descriptive and ani- 
mated statistical charts, 
titles. The film 
livered on time and the sales man- 
ager said it was so effective that he 
carries a print with him now on all 


overlays. 


and main was de- 


trips to show to retail consumers. 


Series Planned for Employees 


The Director of this 
same firm found the film to be a 


Personnel 


very useful tool for new employee 
indoctrination. In fact, a series of 
departmental job training films is 
being planned to give the employee 
a more thorough and simplified un- 
derstanding of his duties, thus 
further minimizing the loss of time 
and results from 
trying to instruct over the general 
din of the factory. Moreover, many 


confusion which 


foremen are not practiced instruc- 
tors. By seating the employee in a 
darkened with his 


room eyes fo- 


cused on the screen, his attention 
will be undivided and he is easily 
reached through his two most im- 
portant learning senses 
sound. 


sight and 


Retailer Holds Home Shows 

An aggressive minded retail ap- 
pliance dealer recently had sound 
slidefilms made of his stores, service 
departments, and products, for his 
salesmen to carry into the custom- 
ers homes for showing on _ the 
kitchen table in the quiet of the 
evening. Effective? — just ask his 
salesmen or look at their sales re- 
ports they 
doubled. 

\ large seed and feed dealer. who 
supplies baby chicks to broiler 
raisers, shows sound slidefilms on 
broiler - raising 


have more than 


farm 
clubs and other groups to stimulate 


methods to 


new interest and increase efficiency 
among the experienced broiler 
raisers. 


Ideal for Heavy Industry 


Of course, one of the largest 
groups of users of the sound slide- 
film media are those manufacturers 
or distributors who sell items that 
are made to order only, or are too 
large to carry to the consumer for 
a demonstration. 
matter what the 
use may be for sound slidefilms, you 
can always be assured that your 
sales or training message is being 
delivered exactly as you planned it, 
regardless of who your representa- 
tive is that is making the call or 
operating the projector. La 


Above all. no 












FIELDS FOR SLIDEFILMS—6 | 


Promoting Your Line 
Via Dealer Education 





* Many of the product promotion 
slidefilms are restricted for use by a 
particular company’s dealers and 
salesmen only. These trade-hypos are 
not available beyond the confines of 
the sponsor’s immediate task force, 
but a sampling of the content of such 
internal product-orientation fare sug- 
gests the variety of sales problems to 
which slidefilms currently are as- 
signed. 
it a t 

Increasing Accessory Sales 
# Your Magic Carpet to the Massive 
Muffler Market, 22 minutes, color, 
recently began doing sales missionary 
work among the doubtful dealers of 
Maremont Automotive Products, Inc., 
Chicago. 

Maremont’s jobber salesmen are 
very busy men and they had little 
time for pushing motor mufflers 
toward automotive parts dealers who 
regarded mufflers as bulky 
headaches and hard to install. 


storage 


With Your Magic Carpet .. . Mare- 
mont shows in jobber-dealer story 
form that mufflers mean volume and 
profit, that the market for them is 
big and expanding, that the com- 
pany makes available special tools 
which facilitates muffler removal and 
installation — that the company pro- 
vides helpful selling aids. 


e a * 


Caterpillar Tells Development 


of Tractor Lubricants 
@ The Story of Series II Oils, 27 min- 
utes, color, tells the story of the de- 
velopment of detergent oils and out- 
lines the advantages of Series II Oils 
— symbolized by a second cousin to 
Superman, Super Oil. This history 
and performance story explains to 
salesmen of the Caterpillar Tractor 
Co., Peoria, Ill., the reasons why the 
company recommends that these oils, 
Caterpillar-pioneered products, be 
used on Caterpillar equipment. The 
dealer is further strengthened by a 
copy of the script and information 
booklets to be used as sales refer- 
ences. 
* a * 


Background on Bronze Alloys 
@ The Story of Bunting Bronze Bars 
and Bearing, 20 minutes, color, spins 
out the story of bronze from ancient 
to modern times, it metalurgical 
make-up, its difference from brass, 
and why the alloy is the most widely 
used in the bearing industry. Travel- 
ing from general background to 
product particular, this  slidefilm 
underscores the superiority of the 
bars and bearings of the Bunting 
Brass & Bronze Co. of Toledo. From 
the film and a review booklet, Bunt- 
ing dealers acquire profitable knowl- 
edge of their merchandise as trans- 
lated into customer benefits. 
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Utility Dealers Get 
Pointers on Products 


% It’s a Sunnyday, 24 minutes, color, 
was conceived to vitalize the sales of 
a new boiler which, six months after 


its introduction, was not selling. 
Crane Co., Chicago, the manufac- 
turer, saw that this was a case of 


dealer doldrums: the outlet men were 
interested to order 
samples. 

To get them to do just that, Crane 
circulated /t’s a Sunnyday starring 
Jack Paar who describes contempor- 
ary trends in the design and con- 
struction of American and 
furnishings. Paar shows that the new 


not enough 


homes 


Sunnyday boiler is designed to meet 
the latest consumer requirements in 
heating systems. 

During slidefilm intermission, the 
local Crane representative explained 
the proposed local advertising cam- 
paign and distributed sales kits. The 
slidefilm returns with a salesman talk- 
ing to salesmen urging them to try a 
sample Sunnyday boiler for 120 pro- 
motional-sunny days. 


7 * * 


Stressing a Key Advantage 


@ Muldoon Measures Up, an 8-min- 
ute color slidefilm, was used by the 
Mitchell Manufacturing Company to 
dramatize for their dealers the new 
(1954) Flush Mount feature of their 
room air conditioner. Each year the 
manufacturer new fea- 
ture as an added sales highlight and 
the film called dealer attention to the 
Flush Mount and also re-emphasized 
other outstanding product features. 


stresses a 


* * * 


Spark for a Sales Campaign 


@ The Jacques Pott Story, 7 minutes, 
the power of the 
slidefilm to get sales going full speed 

according to results cited by Gen- 
eral Electric Company. G.E. used this 
film to ignite the “Jackpot Sales Con- 
test.” This contest program was plan- 
ned to increase sales on budget lines 
by 15 percent over the sales budget 
for the second quarter of 1954. In- 
stead of the Goal of 115 percent 
budget, 133 percent was 
achieved. Of 2700 eligible salesmen, 
more than 2500 joined the competi- 
tion. 


color, indicated 


of sales 


The slidefilm’s function was to an- 
nounce the contest, spark interest, 
state the rules and accent the im- 
portance of selling continuous profit 
lines instead of hoping for a single 
windfall. At some 250 meetings, 
salesmen saw the glib “one big sale” 
exponent, Jacques Pott, bested by 
Dan D. Pendable who doesn’t gamble 
with tremendous odds but plugs 
away on high volume products. 
Jacques’ decision to enter the contest 
—to play the sales game according to 
Dan D. Pendable’s rules — evidently 
struck G.E. salesmen as the right one. 


NUMBER 5 VOLUME 
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Setting up scene for a National Consumer Finance Assn. slidefilm. 


OUR Problems and YOURS 


by G. Duncan Taylor, Mgr., Slidefilm Div., Wilding Picture Prods. 


— GREAT GROWTH in recent 
years of the slidefilm as a medi- 
um of visual presentation is due in 
large measure to the much _ publi- 
cized successful use of this medium 
during World War II. The immedi- 
ate post-war era saw a great demand 
for slidefilms by business, industry. 
and educational 
kinds. 

There followed a great rush to 
put on film anything and everything 
that could be interpreted into a 
visual without proper 
planning, careful analysis, or ex- 
perienced guidance. 

This resulted in a lot of unhappy 
slidefilm users, who had to be edu- 
cated out of haphazard attempts at 
visual techniques into the standard 
tailor-made slidefilms of today - 
films designed for specific purposes 
and produced by people with pro- 
fessional “know-how.” 


institutions of all 


message... 


It’s a Specific Medium 


Slidefilms, like charts, radio, tele- 
vision, motion pictures, etc., have 
specific applications. It is up to the 
user to carefully weigh what he is 
trying to portray to the viewer, and 
to determine by this analysis 
whether slidefilms will satisfac- 
torily convey his message or 
whether of the other visual 
techniques available would be more 
suitable. If motion, for example, is 
an essential to telling the story, he 
would Fe off base to consider the 
use of still photography. On the 
other hand, however, a step-by-step 
procedure of a technical subject 
might best be illustrated by a well- 
conceived and produced slidefilm. 

A good slidefilm can return in 
benefits, its cost, many times over. 
For example: a company recently 
produced a slidefilm to be used by 
instructors in a specialized depart- 
ment of schools. The film was ac- 
companied by a booklet describing 
methods of class room presentation, 


one 


1955 


question and answer suggestions. 
and ideas for student participation. 
This film was advertised in only one 
trade journal and brought 
2.500 requests. They had originally 


planned for only 1,500 prints. 


Showing Aids $60,000 Sale 


Another company. manufacturing 


over 


large machining equipment, sold 
$69,000 worth of equipment after 
one showing of a black and white 
“step-by-step” procedure slidefilm. 

Both of these illustrations prove 
that slidefilms, carefully 
and properly produced, have an un- 
limited field if the subject matter is 
adaptable to the medium. 

There are several effective slide- 


planned 


film techniques; the discussion type, 
the dialogue type. or the strict 
narrative; all art work, all pho- 
tography, or a combination of the 
two. 

Then, there is the question of 
color. Here again, a careful analysis 
as to the purpose and the objectives 
to be obtained will be the deter- 
mining factor in the selection of the 
proper technique, and whether color 
will return the maximum benefit per 
dollar invested. 


Trend Toward Package Series 


The present trend in slidefilms is 
the “package” or kit type programs. 
This consists of several—and some- 
times as many as a dozen — short 
films covering one or more subjects 
per meeting. 

Producers can cite many success- 
ful programs of this type. There are 
wide screen applications such as 
Pan Screen—which uses three pro- 
jectors simultaneously and allows 
rapid change and unusual effects to 
be achieved. 

Wide-screen projection— using a 
single projector—is a new method 
that permits the use of large screens 
of Cinemascope proportions. Each 


(CONTINUED ON NEXT PAGE, COL. 2) 
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Towle, Buick, Pure-Pak 
Use Varied Techniques 





@ Design Today, 29 
black and white, is another example 
of a slidefilm credited with sales re- 
sults exceeding sponsor expectation. 


for minutes, 


Towle Silversmiths, Newburyport, 
Mass., showed the film to salesgirls 
in department and specialty stores to 
impress upon them that Towle’s new 
design in table silverware was paced 
to current styles in china, furniture 
and housing. 

Tracing the line of design in silver 
from early 


times, the film illustrates 


why design must always be con- 
temporary to sell widely. Through a 
salesgirl demonstration, salesgirl audi 
attract the 


“Contour” 


how to 
the 
silverware pattern. With supplemen 


ences learned 


customer to lowle 


tary booklets, the film inspired prod 


uct enthusiasm and = sales loyalty 
among store personnel. 
$e * » 


Show Dealers and Prospects 
@ The Thrill of the 
utes, color, is a dual-utilization slide 
film. The Buick Motor 
General Motors Corp. sponsored the 


Year, 27 min- 


Division of 


film primarily to familiarize dealei 
ship men with the 1955 Buick car. 
The dealers, in turn, can use the film 
to show the new model to prospects 
in group meetings or in the home. 

(Accompanied by a meeting guide 
and a salesman’s reminder folder, the 
film is part of the dealer organiza 
tion training program. 


* . * 


Use “News Report” Technique 
@A Business News Report, 7 min- 
black 
sales beacon when Pure-Pak Division 
of Ex-Cell-O Corporation advanced 
from its the 
counter market to the home delivery 
field. Pure-Pak established a healthy 
position in the store sale of 


utes, and white, shone as a 


success in over-the- 


dis- 

milk 
and the home delivery market was a 
new conquer, To enlist 
dairymen in its cause, Ex-Cell-O had 
its salesmen tour the milk merchan- 
dising front with a slidefilm which 
brought date 
paper containers. 

In the film, John Cameron Swayze 
reviews the rapid growth of paper 
container in grocery milk sales, scores 
the high cost of a dual-distribution 
operation with bottles—precluded by 


posable paper containers for 


world to 


dairymen up to on 


use of disposable cartons. He says 
that due to grocer demands for paper 
not possible to 
standardize on glass. Swayze then sug 
gests that the dairymen survey cus 
tomers on the acceptability of paper 


containers, it is 


cartons for home delivery and men- 
tions free promotional help for those 


who want to switch to the paper 
package. A review book was dis 


tributed at the showings for dairy 
man reference. i 
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Visualize Your Story 
for Users Audiences 





* The slidefilm’s sales job does not 
stop with dealer-salesman indoctrina- 
tion but acts as a direct sales aid, 
supporting the salesman in prospect 
interviews and catching the customer 
eve at point-of-sale. 


- ~ * 


Selling Business Insurance 


@ Which Way, 15 minutes, black and 
white, sits smack on the business 
man’s desk and sells him insurance. 
It is the point-of-sale segment of 
Pacific Mutual Life Insurance Com- 
pany’s customer recruiting, induction 
and training program. The sponsor 
is pleased with its success in telling 
the prospect why he need business 
insurance. 

The film analyzes what can hap- 
pen to a company not protected by 
business insurance. Contrasting this 
warning is a positive picture of a 
company freed from worry 
quate coverage. 
for a sponsor-informed decision. 


by ade 


The prospect is set 


a ay n 


Varigam Photo Products 
Theme of DuPont Slidefilm 


@ The Story of Varigam, 23 minutes, 
color, is a special sales audience slide 
film. The Photo Products Depart 
ment of E. 1. duPont de Nemours & 
Company, Inc., circulates this product 
story to 
photographers, camera clubs. 
Prefaced with a review of photogra- 
phy’s role in betterment of mankind 
the film explores the use of photo 


commercial and amateur 


graphic papers of varying contrast, 
once of 
quality prints. Noting limitations of 
the multi-paper technique, the story 
introduces the 
ment and abilities of Varigam. De- 
picted are the new duPont filters and 
results obtained by the Varigam sys- 
tem. Viewing the film, photographers 
learn more about photo history and 
practice and discover what Varigam 
can do for them in their search for 
quality 


essential to production 


invention, develop- 


* +e * 


Humor Helps Break the Ice 


@ Metamorphosis of Millie, 5! 
utes, color, is a humorous ice-breaker 
prelude to another slidefilm, The 
Frigidaire Automatic Clothes Dryer. 
Together, the films are peptalks for 
salesmen and illustrative aids in sell 
ing situations. 


6 min- 


short 
comedy about a housewife who leads 
a caterpillar existence toting bundles 
and fighting the elements in the old- 
fashioned way of drying clothes. 
Millie gets a Frigidaire dryer. This 
work and time saving machine allows 
Millie to emerge from her drudgery— 
a “butterfly.” The light 


Metamorphosis er. oe 


domestic 


vignette presents the Frigidaire Auto- 
matic Clothes Dryer. ‘ 


(CONTINUED FROM PRECEDING PAGE) 


of these recent developments can 
convey messages satisfactorily, de- 
pending upon the needs of the user 
and the effects desired. 

To date, the use of slidefilms in 
training and in the presentation of 
new products or ideas, reflects only 
a small portion of the actual po- 
tential. This is due mainly to the 
fact that so many users fail to make 
the best use of them. 

Some companies show their first 


slidefilms with the exuberance of a 
proud father. Too often this en- 
thusiasm wanes, as successive films 
are produced, because responsibility 
for the presentation is passed down 
the line to less careful hands. 


Represents Company in Field 

Since a slidefilm is the personal 
representative of a company in the 
field, as much care and thought 
should be devoted to its presenta- 
tion as was given to its develop- 
ment. 





YOU Are Still the Star 


by Helen Krupka, Scenario Supervisor, Sarra, Inc. 


- gpewcceeone are elbowing their 
way into the limelight... 

They're modestly priced, easy to 
produce. They've proved they've 
“got the stuff” to do the job 
get a message across and make it 
stick. 

When talk swings to slidefilms 


to 


these days, there’s a lot being said 


about “new trends or new tech- 
niques.” 

Today’s modern slidefilms are 
flourishing on new ideas. There’s 


more action in slidefilms. More big 
stars and personalities are being 
used. New and exciting types of 
artwork are being devised. Music 
is playing an important part in the 
interpretation. Audiences are being 
asked to take part in discussions 
about what they've seen. But alone, 
all these elements combined are not 
enough ... 


Needs an “Invisible Sparkplug” 
Something else is needed. Neces- 
slidefilm 
sparkplug.” 
What is this “invisible sparkplug?” 

It’s the ability to get through to 
the audience — and to make people 
It’s the thing that makes a 
film sell: a piece of merchandise - 
a concept of safety - 
idea. 


sary. Every successful 


needs an “invisible 


act! 


or a new 

It’s something that speaks direct- 
ly to everyone who sees the film. 
Although the audience may number 
in the tens of thousands, it speaks 
to you alone. 

“Look,” it says, “here’s some- 
thing that YOU'LL be interested 
in” ... “here’s something that'll 
put more money in YOUR pocket” 


. .. “Something that will make 
YOUR work easier — YOUR life 
better” “This is something 
YOU should buy or do or 
think.” 

In other words, this “invisible 
sparkplug” is built around the 
simple 3-letter word, “you.” Or 


rather, it should be spelled in caps 









-YOU. It is nothing more than 
“YOU-appeal.” 

A new idea? Of course not! Long 
ago someone discovered that the 
word “You” is music to the ears of 
all of us. And folks have been trad- 
ing in on it ever since. But big and 
basic as this idea is, we can lose 
sight of it at times. 

However, in these days of com- 
petitive selling and selective buy- 
ing, the idea emerges more strongly 
than ever before. The demand is for 
an accurate measurement of the 
sales effectiveness of a film. 


An Example of This Type 


Let’s take a case of one recent 
film to which just such a gauge was 
applied. Color In Action—a 12%- 
minute color sound slidefilm, pro- 
duced for the Martin-Senour Com- 
pany. 

The proposed audience for the 
film? The present Martin-Senour 
dealer organization and prospective 
dealers throughout the country. Its 
purpose? To acquaint present deal- 
ers with the new Customized Color 
Center paint merchandising aid — 
and to open up new dealerships. 


The Totals Tell the Story 


Sixty days after the release of the 
film, a questionnaire was distributed 
to the salesmen. On the basis of re- 
plies from 25 salesmen, it was 
learned that the film had been shown 
147 times. Was it successful? Well, 
the figures speak for themselves .. . 

The 147 showings—during the 

first 60 days—resulted in the 

direct sale of 35 Color Island 

(or Customized Color Center) 

assortments. Retail price — 

$1,000 each. Total sales in just 

60 days, $35,000. And there is 

still more... 

Six months later, 333 units — at 
the $1,000 price — had been sold. 


Current sales are averaging 4 to 5 


(CONTINUED ON PAGE 47, COL. 1) 
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Professional Products 
Demonstrated to Users 








@ The Purpose and Techniques of 
Oxygen Therapy, 34 minutes, color, 
circulates on free loan to professional 
and medical management audiences 
concerned with the use, purchase, in- 
stallation and maintenance of oxy- 
gen supply. 

Fostering a better comprehension 
of oxygen therapy techniques, this 
film places the sponsor and products 
in a kind light. The sponsor, The 
Ohio Chemical & Surgical Equipment 
Co., manufactures oxygen therapy 
equipment. With its parent, Air Re 
duction Co., Inc., the firm also sup- 
plies compressed oxygen to hospitals. 

The film shows the discovery and 
importance of oxygen, its develop- 
ment for therapeutic purposes, its 
availability. The transfer and use of 
oxygen and conditions causing in- 
sufficient amount of oxygen in the 
tissues and blood are compared to 
the operation of a transportation 
system. Five basic techniques of oxy- 
gen administration are depicted in 
hospital settings. Channels of co- 
operation between the medical pro- 
fession and manufacturers out- 
lined. In certain uses, products other 
than the sponsor’s are depicted to 
provide complete coverage. 

* * * 

“Person to Person” Shows 

Flexifone Intercom Benefits 
@ Person to Person, 15 minutes, color, 
meets prospects with a story of the 
Flexifone intercommunications _ sys- 
tem, manufactured by DuKane Cor- 
poration, St. Charles, Ill. A dealer's 
companion, this slidefilm sells the 
business communications system as 
an idea, clearly exemplified, pre- 
paring the prospect for the dealer’s 
“we-have-one-for-your-needs” 
sage. 

In the film, a company is ham- 
strung by lack of adequate communi- 
cations. Telephone and personal of- 
fice visits do not suffice, business 
suffers. Fellow in the service depart- 
ment has the answer: install an inter- 
com system. Flexifone proves its worth 
—greater office efficiency. The product 
is described in details of various 
models and functions. DuKane’s 
representative is here to solve your 
problem. DuKane makes the film 
available for sale and on free loan. 


are 


mes- 


Scene from “Person to Person” 





BUSINESS SCREEN MAGAZINE 








Visualscope wide-screen scenes above and below . 


Visualscope Wide-Screen Presentation 


INGLE PROJECTION, utilizing one 1,000-watt projector equipped with 
the special anamorphic lens and utilizing a single widescreen is the 
key to the Visualscope approach to wide-screen slidefilm presentation, cur- 
rently developed by Visualscope, Inc. of New York City. The simplicity of 


. show how progressive visual disclosure reveals 





. . . the full panoramic story for the business sponsor. 


this operation does not minimize its visual effectiveness as a recent sponsored 


program from which scenes on this page will attest. In this subject, the 
build-up or pop-on method was used to tell the story; semi-animation was 
used to move art work off the screen to the left. With this method, Visuai- 
scope was able to project a picture 30 feet wide and claims considerably 
lower cost. Programs may be either photographic or art and may be sound 
or silent; with either manual or fully automatic picture change. ye 





Adding effectively to the visualized screen story . . 


. subsequent scenes reveal growth of facilities . 


in this typical Visualscope presentation scene. 





YOU Are Still the Star: 


(CONTINUED FROM THE FACING PAGE) 
a week. In addition, 161 new ac- 
counts have been signed. 

If we were to analyze that Martin- 
Senour film—break it down — 
we'd see that physically it is made 
up of pretty much the same elements 
as most other films. 

Mechanically, it breaks down 
into about 20% cartoon for motiva- 
tion — 80% live-action photos for 
demonstration. It has a single nar- 
rator and a pretty straightforward 
story. But this film has sold. It has 
accomplished what it set out to do. 
It got results. 

“YOU Appeal” Is the Spark 

These results are the clue. Proof 
that this Martin-Senour film had 
something that less successful films 
do not have. That “invisible spark- 
plug” —“YOU-appeal.” That’s what 
makes the big difference... 

The Martin-Senour film starts out 
with “YOU-appeal” during the very 
first seconds of the film—and never 
loses sight of it afterwards. It says 
to the dealer, “We know YOU have 
problems .. .” (large inventories, 
obsolete stock, meager selections of 
paint colors)... 

By the time the film is ready to 
give the above advice, the audience 
is ready to receive it. They are fol- 
lowing this bit of advice —to the 
tune of thousands of dollars spent 
for Color Islands. That “invisible 
sparkplug,” “YOU-appeal”, can 
chalk up another job well done. & 
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Slidefilms on the Visual Team 


by Henry Strauss, President, Henry Strauss and Company 


HE SOUND SLIDEFILM has re- 
‘aw come of age as a full- 
fledged member of the family of 
audio-visual media. While by no 
means seated at the head of the 
table, it has at least outgrown the 
status of a stepchild and is being 
increasingly recognized as worthy 
of filling important positions of its 
own. 


Some of the reasons for this grow- 
ing prestige are technical—such as 
the introduction of new automatic 
or wide-screen projection devices. 
More important still is the improved 
quality of creative effort being ex- 
pended on slidefilms. Imaginative, 
colorful artwork is replacing stereo- 
typed, and frequently rather lifeless, 
photography. Scripting that com- 
bines warmth, humor, and story in- 
terest is removing the stigma of the 
“illustrated lecture” under which 
the medium, to a certain extent, suf- 
fered. 


Growing Recognition of Value 


Most significant of all, I believe, 
is a growing recognition that the 
slidefilm has qualities that make it 
uniquely well fitted for certain types 
of training functions. Sponsors and 
producers alike no longer regard it 
simply as a “bargain basement tool” 

. to be used mainly when the 
budget won’t accommodate a “live” 


* ASSESS 


or animated film. Though economy 
is undoubtedly still a determining 
factor in many cases, more and 
more frequently sound slidefilms are 
being chosen because, in a particular 
situation, they will do the job best. 


Teamed With Motion Picture 


From our own experience, | would 
say one of the most important of 
these situations is the kind where 
“programmed communications” 
seems called for . . . that is, the use 
of several different types of media 
to overcome different facets of a 
problem. Here the sound slidefilm 
can be teamed up with the motion 
picture and other media to do a job 
no one of them could do alone. The 
motion picture acts as a “blocking 
back” .. . breaking down resistance 
with its powerful emotional punch 

. creating new attitudes and the 
desire to learn. Through the open- 
ing thus created, the sound slidefilm 
carries the factual or informational 
ball. 

The program we developed for 
improving the performance of Pan 
American World Airways Flight 
Service Personnel provides a good 
example. Part One of this program 
consisted of a motion picture .. . 
Flight Happy . . . designed to cre- 
ate enthusiasm for the job by giv- 
ing Pursers and Stewardesses a new 


point of view on it... by casting 
them as hosts and hostesses rather 
than as servants. The second part 
employed two slidefilms . . . Flight 
Zero Thousand and It’s Your Baby 
which showed, with warmth and 
humor, the “wrong way-right way” 
techniques for filling this role suc- 
cessfully. In this one-two combina- 
tion the motion picture raised a 
head of inspirational steam, while 
the slidefilm set up the channels for 
putting it to effective use. 


Can Stand On Its Own 

This is not to say that the slide- 
film won’t stand on its own feet. We 
have found it to be particularly val- 
uable as a training device when the 
problem is to explain a complicated 
new idea with enough clarity so that 
it will be readily understood, and 
enough forcefulness to get it ac- 
cepted. The slidefilm here has 
marked advantages. It permits you 
to give information in an orderly, 
(CONTINUED ON THE NEXT PAGE) 


Scene from PAA slidefilm titled 
“Flight Zero Thousand.” 


i 
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(CONTINUED FROM PRECEDING PAGE} 
step-by-step manner with fre- 
quent pauses for summing up . 
while still retaining enough enter- 
tainment value to hold audience at- 
tention. If the idea you want to get 
across runs counter to established 
practices in addition to being diffi 
cult to grasp, more than one film 
may be necessary . . . as in the series 
on team nursing we produced for 
Johnson & Johnson. 
One entire film—-The Team Con- 
cept in Nursing Care—was required 
to explain the idea and give a con- 


Scene in “Team Nursing” Slidefilm 


vincing picture of its advantages. A 
second—Six Steps to Team Nursing 

-was then used to show how to ac- 
tually build and activate a nursing 
team and integrate it into existing 
hospital set ups. 

There are, we feel, many other 
tires when the slidefilm may be the 
“‘prescription of choice.” That 
choice, independent of budget, is ad- 


visable when a situation calls for: 
|. Ease and versatility of use for 
the medium. 

2. The visual presentation of a 
factual, technical story. 

3. The step-by-step presentation 
of information or of training meth- 
ods where movement and emotional 
quality is not a re juirement for ef- 
fectiveness. 

1. Multiple language media (a re- 
quirement in an increasing number 


of situations). 


>. The use of short case history 
studies to motivate conference dis- 
cussion in specific on-the-job train- 
ing sessions. 

6. Portability of presentation. 

The list could be and is being ex- 
tended almost indefinitely. To my 
mind, the most important advance 
in the development of the medium 
has been the use of the same degree 
of creative imagination, writing, and 
production skills found in the de- 
velopment of motion pictures to cre- 
ate slidefilms that are capable of 
entertaining and, to a degree, in- 
volving the audience emotionally. 
The 
growth of the medium and the one 
in which the threshold has just been 


most positive aspect in the 


crossed is in its use for extra 
strength and versatility in integrated 
communications and training pro- 
grams for business. i 


Multi-Purpose Tool for Business 


by James E. Holmes, Film Division, Vogue-Wright Studios 


OQ» or Our CLIENTS recently 
“A few | 


stated, years ago 

thought slidefilms were on their way 
out, but now we are using them in 
more ways than ever before.” 

Upon analyzing this remark, it is 
found that the wider utilization of 
slidefilms results from a better un- 
derstanding of the media and the 
application of proper techniques to 
reach specific objectives. Up to date 
techniques and treatments which 
will include such things as original 
music, drawings, modern art, sound 
effects, wide screen, etc., contribute 
greatly to acceptability and proper 
impression on the part of viewers. 


More for Your Program Dollar 


Even more important, however, is 
to devise ways of assuring broader 
applications so that a greater return 
for every dollar invested is realized. 
The fact that slidefilms can be eas 
ily and economically converted and 
adapted is an inherent value of this 
medium. One way of doing this is 
to develop different versions for dif- 
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for the 
For instance, one of our clients 


ferent audiences sponsor. 
produced a slidefilm on Mounting, 
Demounting and Servicing Tubeless 
Tires. The first version was designed 
for their own store and dealer em- 
ployees. Another version was made 
which was given to automobile man- 
ufacturers for use in their service 
training schools. Eleven manufac- 
turers took advantage of this offer 
and made it a part of their program 
in their district and regional train- 
ing schools. 

Another example is that we are 
producing sound slidefilms in color 
which are being used to train deal- 
ers and employees in the home fur- 
(nother 
made for use by consumers, such as 


nishings field. version is 
local women’s groups. Another ver- 
sion, without a record, is made from 
the same material and is used in 
high school home economics classes. 

\n insurance company is backing 
up its motion pictures with a sound 
slidefilm containing the same mate- 
rial which is used where motion pic- 





ture projectors are not available. 

In these examples the sponsor is 
realizing a greater return on his in- 
vestment because of the increase in 
audience coverage. 

In most cases the original script 
and visual treatment can 
with a minimum of re-writing or 
new artwork. The greatest element 
of cost will be that of a new re- 


be used 


cording. 

\s far as trends are concerned. 
we are finding that slidefilms are 
being supplemented with other ma- 
terials such as meeting guides, bro- 
chures, and reminder pieces. These 
materials assure higher retention 
values, in addition to giving the 
meeting leader more confidence in 
his ability to put on a good meeting. 





Some of our clients are keeping 
records of the number of showings, 
the number of viewers, reactions to 
the presentations, and suggestions 
for future productions. This infor- 
mation helps to confirm expendi- 
tures and also serves to make sub- 
sequent programs more effective. 

The use of up-to-date treatments 
contribute greatly to acceptability 
both audio and visually — for the 
benefit of the viewer, but effective 
treatments should be expected from 
professional producers. The big job 
is to find ways whereby the orig- 
inal concept of a slidefilm can be 
adapted so that a story can be told 
to different audiences and leave the 
desired message and impact with 


each one of them. Lat 


Making Slidefilms to Train 


by Charles Elms, President, Charles Elms Productions 


TNTIL THE television commercial 
U took it’s place, the sound slide- 
film held the distinction of being 
the most misused of all audio- 
visual presentations. An audio-visual 
presentation is such a powerful tool 
that even a bad one has some ef- 
fectiveness, but why some clients, 
advertising agents and producers 
throw all the tried and proven tech- 
niques of good visual presentations 
away when they come to making TV 
commercials and sound slidefilms is 
a mystery. 

The sound slidefilm 
medium when used in the right 
place — to do the job for which it 
is best suited — “Training”. Too 
often the sound slidefilm is looked 
upon as the “poor relation” of the 
motion picture. It is often bought 
by clients who feel they can’t afford 
a motion picture, and the producer 
hasn't enough backbone to con- 
vince him that if he really needs a 
motion picture, a slidefilm won't 
take it’s place. 


is an ideal 


A Combination for Results 

The sound slidefilm comes into 
its own and does a good job when 
produced for and used by com- 
panies that have a good sales train- 
ing and sales promotion department, 
who know the virtues of the sound 
slidefilm and see to it that it is 
properly planned, produced and 
used. 

It takes as much ability and care 
to turn out a script for a successful 
sound slidefilm as it does to plan 
and write a good motion picture. 
There is all the difference in the 
world between a sound slidefilm 
written and produced by a producer 
that knows the medium and makes 
the best use of it’s advantages and 
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one that is produced by one not 
familiar with the medium. Too often 
the planning and producing of a 
sound slidefilm is put in the hands 
of people who do not know the 
medium and how to get the most 
out of it. 


Not a Job for Amateurs 

Some companies think the pro- 
duction of a sound slidefilm is so 
simple that they have a member of 
their staff write a thesis on the sub- 
ject to be covered and then gather 
together some photography and art 

try to put them together and ex- 
pect to have a sound slidefilm. Often 
the results are so bad they would 
have been better off if they had just 
recorded the narration and not at- 
tempted the visual. 

Since we gather 85% of our in- 
formation by sight and only 15% 
by sound, a sound slidefilm, to be 
successful, must have a script writ- 
ten so that it can be so visualized 
that the visual carries the big per- 
centage of the load and does not 
lean too heavily on the audio for 
support. 

New trends and techniques have 
been added to the conventional 
sound slidefilm to expand it’s field 
of use and to make it more dra- 
matic. Some of these presentations 
when well done, because of the 
novelty and unusual pictorial or 
audio techniques, have done a good 
job. I do not consider these spec- 
tacular or novelty treatment sound 
slidefilms, but put them in an exhi- 
bition class by themselves. 

I feel that day-in and day-out, the 
sound slidefilm belongs in the train- 
ing field and the producer’s efforts 
ought to be aimed at basic improve- 
ments in planning and production. 
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American Heart Association 
American Society of Agricultural Engineers 
American Telephone & Telegraph Co. 
Campbell Soup Company 

Ford Motor Company 

General Motors Corporation 

Johnson and Johnson 

Monsanto Chemical Co. 

Outboard, Marine and Manufacturing Co. 
Charles Pfizer and Co. 

Scovill Manufacturing Co. 

Standard Oil Company (New Jersey) 

Union Carbide and Carbon Corp. 

United States Air Force 


United States Navy 





* 
The above list of 


clients pertains 

to motion pictures of 
twenty to thirty minutes 
in length, in produc- 
tion now ... it does not 


include television 





commercial clients. 


PROD UCT! ON 3 Tr se. 


15 East 53rd Street+>New York 22, N. Y. 
MUrray Hill 8-7830 
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commercial films 


CATE & MCGLONE 
films for industry 


1521 cross roads of the world 
hollywood 28, california 
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MOTION PICTURES 


TRAINING COURSES 
TRAINING GUIDES 
FLANNEL BOARDS 
TV COMMERCIALS 
PAN SCREEN PROD. 


TRENDS IN THE NEWS 
OF BUSINESS AND SPONSORED PICTURES 
(CONTINUED FROM PAGE SIXTEEN) 
years ago had to be a string-saver dependent 
upon inadequate and obsolete equipmeyt and 
supplies, the modern industrial photographer is 
a very competent technician having, and fully 
capable of using, the best possible equipment and 
materials.” 

Cannon remarked that “modern industry has 
come to recognize that if the sphere of opinion 
is left unattended, it can adversely affect any 
company’s operations. The growing reality of 
this particular problem has prompted many busi- 
nesses to expend part of their operating capital 
for photography as a medium with which to keep 
their stockholders better oriented, their em- 
ployeers better informed, and the public more 
enlightened about the company’s contributions 
to the community.” me 

a * * 

Consolidated Film Industries Adds a Two- 
Story Annex Building to Facilities 

*A new two-story annex will be added to 
Consolidated Film Industries’ present 35mm 
building as part of the laboratory’s expansion 
program, according to Sidney P. Solow, CFI 
vice-president and general manager. 

The additional facilities have been designed to 
improve service and utilize techniques developed 
as a result of Consolidated’s research in the field 
of quality improvement. The new structure marks 
an important extension of CFI’s 35mm proces- 
sing facilities. When completed, production po- 
tential will be almost double that of the present 
B & W negative and positive output, the company 
notes. All new high-speed equipment has been 
flexibly designed to permit total conversion to 
color processing. 

* an * 

An Editor’s-Eye-View of the Exhibits at the 
National Audio-Visual Convention 

* Business audio-visual users who attended the 
lavish Trade Show of the 10th Annual National 
Audio-Visual Convention in Chicago last month 
picked up a lot of good ideas for fall program 
use. 

Among the 120 exhibitors were every leading 
maker of 16mm sound motion picture equip- 
ment, leading slide and _ slidefilm projector 
makers, opaque and overhead manufacturers as 
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well as a number of special devices such as the 
new Perceptascope projector. 

In magnetic tape reproduction, the outstand- 
ing new “iden seemed to be Bernard Cousino’s 
development of a tape cartridge, featured at the 
show on the new Keystone tape recorder. This 
tdpe holder cartridge enables the user to simply 
put the program into the reproducer without 
manual threading. 

The TelePrompTer people were there in full 
force, with Irving Kahn and Bill Marsh as execu- 
tives in charge. TelePrompTer showed its new 
portable prompter unit as well as a complete 
“automation” meeting setup which provided for 
screen material, tape and the familiar prompter. 
New transparent glass outriders were shown, 
putting the speaker’s material directly before his 
eyes at each side of the rostrum but with no 
interference to the audience. 

Bell & Howell showed a new professional-type 
l6mm magnetic sound projector, based on the 
JAN-quality specifications. Ampro showed its 
complete line of 16mm sound projectors, to- 
gether with new Hi-Fi models of its tape re- 
corders. 

The trend toward wide-screen projection was 
further emphasized by exhibits of Vistascope and 
Radiant anamorphic lenses, which Bell & Howell 
also featured. Lower costs for projector lenses 
are indicated this fall from several sources. 

Wide-screens for projection are offered by 
DaLite Screen, Radiant Manufacturing Corp. 
and Commercial Picture Equipment Co. ig 


2300 at Tenth NAVA Convention: 
(CONTINUED FROM PAGE THIRTY-SIX) 
optical-magnetic sound projector,” based on JAN 
specifications. 

Realizing that the extensive displays of the 
latest equipment, materials and services are of 
untold benefit to professional users, greater lati- 
tude in permitting the attendance of these con- 
sumers has been urged in recent years. This 
years Workshop programs followed that trend 
and Advisory Committee recommendations dur- 
ing the Convention were in favor of even greater 
participation during special consumer days while 
the Trade Show is in progress. 

* * * 
Allen Adams New President of 3-Dimen- 
sion, Bell & Howell Chicago Subsidiary 
* Allen M. Adams has been named president of 
the TDC (Three Dimension Company) Division 
(CONTINUED ON PAGE FIFTY-TWO) 
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Now...new, economical 


Both the Signet 300 and 500 models have the 
improved Geneva movement th 





t, surest, 
swiftest filmstrip-advance ever designed! 


Kodaslide Signet 300 Projector, Filmstrip Model 


Do you want the smoothest possible filmstrip projection? 


... At a moderate price? 


nylon-geared Geneva mechanism. Sprocket teeth are clearly 
visible to help you thread it easily and quickly. Even when 


Then take a good look at this new Signet 300 Filmstrip 
Projector. Amply bright for most locations, its 300-watt 
rating makes it an able little brother to the super-brilliant 
Kodaslide Signet 500 Filmstrip Projector. 

Frames advance fast as a flick, thanks to the unique, 


it’s necessary to load with cut or damaged film, the new 
enclosed mechanism will deliver top performance. 

Yet for all this, the new Kodaslide Signet 300 Filmstrip 
Projector is priced at only $85.50. A strong, handsome, 
lightweight carrying case is also available. 


7 MORE REASONS 
why you'll like the new Signets 


WANT MORE INFORMATION? See your Kodak Audio-Visual Dealer for full information 
about the new Signet 300 or 500 Filmstrip Projectors. He will be glad to arrange a demon- 
stration at your convenience. Or just mail us the coupon for a completely detailed pamphlet. 





1. //2.5, 5-inch Lumenized Kodak Projection Ektanon 
Lens (//2.8 also available on Signet 500). 


2. Two Lumenized close-coupled condenser lenses and 


Price subject to change without notice. 




















p-—-—------ 
aluminized glass reflector help collect and deliver bril- 

liant, sparkling pictures to your screen. | EASTMAN KODAK COMPANY 
3. Positive cam action assures safe plate separation | Dept. 8-V, Rochester 4, N. Y. 8.47 
before film can be advanced. 

4. Rapid rewind device | Please send more information about: 

5. Supplied with automatic take-up slide changer, | Ci Kedaslide Signet 300 Projector, Filmstrip Model 
automatic slide sequence stacking. Accepts Kodaslide l OC Kedaslide Signet 500 Projector, Filmstrip Model 
Box for group slide filing and storage; takes Airequipt ane 

Slide Changer; single-frame stereo adapter available. | 

6. Quiet impeller-type blower gives full-pressure cool- | TITLE 

ing; aluminum heat-dissipating panels channel cool | ORGANIZATION 

air over all internal surfaces; extra-thick heat-absorb- STREET 

ing protective glass. | wa meas 

7. Sturdy, die-cast aluminum housing with controls = (Zone) 

located for greatest convenience. coun Sill caceielena tdd eien cada pee. 
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EMPIRE PHOTUSOUND 


INCORPORATED 
Films for industry and television 


1920 LYNDALE AVENUE SOUTH 
MINNEAPOLIS 5, MINN. 











Synchronous Motor Drive for 


16mm Projectors 


Especially designed to drive all Bell & Howell, Ampro 
and Victor 16mm projectors at synchronous speed. 


The synchronous motor drive can be instantly attached 
to projector and taken off at any time. No special 
technical knowledge required for installation and 
mounting. ” 

The synchronous motor drive is complete with base- 
plate, Cannon plug for cable and power switch, and 
a set of reduction gears. 


Write for more details and prices 
Also available on special order. Synch. Motor 
Drive for all Simplex 35mm portable projectors. 


ONE YEAR GUARANTEE! immediate Delivery 
Available at leading dealers, or direct. 


CINEKAD 
ENGINEERING COMPANY 


500 West 52nd St., New York 19, N. Y. 
Plaza 7-3511 

DESIGNERS AND MANUFACTURERS OF 

MOTION PICTURE-TV EQUIPMENT 


Send for free folder of illustrated Motion Picture and 
Audio-Visual equipment manufactured by Cinekad 








TRENDS IN THE NEWS 


OF BUSINESS AND SPONSORED PICTURES 


(CONTINUED FROM PAGE FIFTY) 
of the Bell & Howell Company. He succeeds 
Henry A. Bohm who is retiring. 

Mr. Adams joined Bell & Howell in September 
1950 as director of purchases. He was appointed 
director of purchasing and material control in 
1953. He will continue to be responsible for the 
company’s control 


purchasing and material 


functions. 
* oe * 

Wallace Gordon Named duPont Ad Chief 
* Wallace E. Gordon has been named as director 
of the advertising department of E. I. duPont 
de Nemours and Company, Inc. He moved to the 
new directorship from his position as assistant 
director of sales of duPont’s Grasselli Chemicals 
Department. 

Gordon, who joined duPont Company in 1933 
as a research chemist, replaced William A. Hart 
who has retired. Nationally known in advertising, 
Mr. Hart rounded out a 3l-year career with 
duPont in August. 


* a * 


Jack Frost Opens Canadian Branch at 
Toronto; Jim Fuller Named as Manager 

* Opening of a Canadian branch office has been 
announced by the Jack A. Frost Organization of 
Detroit, Michigan, national suppliers of mobile 
lighting equipment for special motion picture 
and television production and theatre illumina- 
tion. Jim Fuller is named manager of the Ca- 
nadian branch, which is located at 425 Burnam- 
thorpe Road, Toronto, Ontario. 

The Canadian office is being established to 
meet an expanding demand over the border for 
Frost lighting equipment installations and serv- 
ice for special events. Lye 


+ ~ * 


George Tobin to Head Up Production 
for Don Wilson Productions, Hollywood 
* George Tobin will head up non-theatrical film 
production activities for Don Wilson Produc- 
tions, Inc., Hollywood. The new company opened 
headquarters at KTTV Studios early in May. 

The Wilson studios will produce industrial, 
documentary, and sales pictures, as well as tele- 
vision spot commercials. Principals, in addition 
to Wilson and Tobin are: Benjamin H. Kline, 
A.S.C., director of photography; Don Schwab, 
associate producer; and Ted Byron, creative 
director. 

ae * * 

Dynamic Issues Booklet on Pictures 
* Dynamic Films, Inc. has issued a new booklet 
called Case History File of Films at Work. Taking 
typical industrial problems, the booklet shows 
how motion pictures were used to solve them. 

One of the case histories tells how a film was 
used to influence management to buy a special 
raw material; others describe the use of a film 
in distributor-retailer relations; the use of a film 
as an engineering tool; in influencing customers; 
in public relations and institutional applications; 
and as a training aid. 

Free copies of the case history booklet can be 
obtained by writing to Dynamic Films, Inc., 


112 West 89th Street, New York. Va 
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FREE FILMS 


The Free Films you need to keep 
in tune with audio-visual trends 
are listed, classified, and indexed 
by title, subject and source in the 
New, 1955 





Educators Guide to Free Films 
Authoritative e Comprehensive e@ Easy to Use 


Available for $6.00 on 30 day approval 


Educators Progress Service 
Dept. BSM Randolph, Wis 
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Assets for Overseas: 


(CONTINUED FROM PAGE THIRTY ) 


national basis. The Soviets have 
participated in numerous European 
film festivals. They recently sent a 
large delegation to the festival at 
Cannes. 

Reports indicate that Russia cur- 
rently leads both the U.S. and Euro- 
pean nations in the size and scope 
of its training facilities for future 
film creators and technicians. The 
Moscow film institute, to which 
numerous scholarships are provided 
for students outside the Iron Cur- 
tain, is reputed to number 800 stu- 
dents studying all phases of film- 
making on a four-year postgraduate 
basis with the equivalent of a B.A. 
degree necessary for admission. 
While several U.S. universities offer 
courses in film production, none of 
them offers a doctorate in cinema- 
tography and few masters degrees 
are awarded annually. U.S. scholar- 
ships for foreign students of film 
production are virtually non- 
existent. a 

* ab * 
Consolidated Film Adds 35mm 
Closed-Circuit TV Equipment 
* Closed-circuit television facilities 
at Consolidated Film Industries, 
Hollywood, will now project 35mm 
film in addition to the l6mm width. 
Ed Reichard, CFI chief engineer, 
announced recently that existing 
16mm closed-circuit vidicon units 
have been augmented by the instal- 
lation of additional equipment for 
a new 35mm film chain. 

This means that television pro- 
ducers, film editors and cameramen 
will be able to view release prints 
on closed-circuit prior to actual 
transmission to pre-determine re- 
ception quality of their film on the 
home set. 

* wt a 
Plaque for Disabled Veteran 
Aid Awarded to Alan Gordon 
* Alan Gordon, head of Gordon 
Enterprises, North Hollywood, Cal., 
recently was awarded a plaque for 
service to disabled veterans. 

Gordon was cited by the Veterans 
Employment Committee of San Fer- 
nando Valley and presented a plaque 
by Veterans of Foreign Wars. 
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The Screen you asked for... 


Here is the Projection Screen that incorporates al/ the features requested by 


Screenmaster offers a brilliant reflective surface, amazing ease of setting-up and 
dismantling, rugged trouble-free construction, plus colorful streamlined design 
that enhances every showing. 


New “FRICTION CLUTCH” 
CARRYING HANDLE 


New “ATOM-ACTION” LEG OPENING 
WU 


The Screenmaster offers a new sensitive trigger- 
type leg opening device. One touch of your toe— 
and POW!—all three legs spring into proper 
position. No stooping, no lifting, no sticking. 























New grip fit handle for easier carrying . . . in- 
corporates friction clutch with gliding action 
for instant adjustment of screen to any height. 
Illustration also shows, just below the handle 
the Screen Leveller for horizontal levelling of 
screen when floor is uneven. 


The World’s Most Complete 
Line of Projection Screens 


There is a Radiant screen for every need — Por- 
table tripod models, Wall Screens, Ceiling Screens, 
Table Models, Lace and Grommet Screens — and 
the new wide screens in sizes from 


improveo 'Vyna-Flect” 
SCREEN FABRIC 


30 inches to 30 feet! ... 


The Screenmaster utilizes 
the newest development in 
beaded screen fabric. It’s 
washable and mildew- 
proof—and gives you bril- 
liant, contrasty pictures. 






eis Plus MANY OTHER FEATURES 


Including added ruggedness, new leg lift-up 
tab, stronger cases, new finish and colors. 
Write for illustrated catalog and complete prices. 


RADIANT MANUFACTURING CORP. 


1225 SOUTH TALMAN AVENUE * CHICAGO 8, ILLINOIS 
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Dog's Life on TV Next Fall 

@s Armour “Stars” Canines 

* In the heat of July a series of TV 
shorts were produced by Sound 
Masters, through N. W. Ayer & Son 
for its client, Armour and Company. 

This series is unusual because all 
the actors are dogs, with no humans 
seen, except for hands and legs, al- 
though many people well-known in 
the dog world suggested and helped 
with the production. 

“Location” was the lovely big 
home of Miss Dorothy Bach in 
Flushing, New York, where there 
was ample room for lights and cam- 
era movement, and the dogs soon 
found themselves very much at home 
in surroundings such as dogs na- 
turally like. 

There was make-up attention and 
stand-ins for the “stars”, also re- 
hearsals and “action before the 
cameras” according to script. Miss 
Blanche Saunder, a well-known dog 
trainer, was “casting director” and 




















Sound Masters’ director Lawrence and Blanche 
Saunders check action as filming begins on 
Armour commercials. 





also handled the dogs “on set”. Bert 
Lawrence, the director, seemed to 
speak dog language fluently and the 
protagonists responded very well - 
except at times. 

The situations were built around 
family pets of different age and 
size, rather than pedigreed dogs and 
kennel life. There were no “trick” 
dogs, just dogs—some of them 
lovable, mixed-breeds such as are 
often found in the average home. 

The love of a dog for its master 
and its willing obedience and wish 
to serve are dramatically played up 
as is also the responsibility of the 
master to see that his dog is given 
care and affection 
— and good food. 

Tom Dunphy was production 
supervisor for Sound Masters, Inc. 
Miss Betty Williams represented 
N. W. Ayers & Son, Inc., and Bill 
Steiner was on camera. W. French 
Githens, Sound Masters’ Chairman 
of the Board, a well-known dog 
breeder and judge for the past 
twenty years, also helped with the 
casting and other arrangements. 


a good home 















54 


VISUAL TRAINING TO HELP GUARD THE WESTERN WORLD 





The 800 carrying cases pictured above at Wilding’s Chicago stage “B” are 
enroute to eleven NATO countries and seven U.S. areas where visual training 
will help keep Republic F84F Jets in the air. 
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Major Jet Plane Training 
Program for Republic-USAF 

* It took all of stage “B” (7,000 
square feet) at Wilding Picture Pro- 
ductions, Inc., on Chicago’s north 
side to lay out and photograph the 
recently completed transparency 
project made for Republic Aviation 
and their client the U.S. Air Force. 

Here are some interesting produc- 
tion statistics on the program which 
is the first of its kind in the industry. 
More than 150,000 words involving 
40 weeks of research and writing 
went into the preparation of the 
printed materials in the project. 

Three thousand sheets of film 
were used during 14 weeks of pho- 
tography during which time 1500 
different pictures were shot to make 
up 40,000 transparencies. 3,000 
pounds of cardboard and 25 miles of 
Scotch Tape went into the prepar- 
ation of the mounts for the trans- 
parencies, 

The printed materials include some 
9,000 manuals, illustrated, and re- 
quired about 40,000 pounds of 
paper to make. There are 26 dif- 
ferent subjects in 30 complete sets 
which required 800 specially de- 
signed and constructed carrying 
cases. 

The completed project has been 
shipped to eleven NATO countries 
and seven domestic areas for train- 
ing in the care and maintenance of 
the Republic F84F jet plane. Lg: 

* * * 
Demonstrates a Wide-Screen 
Technique for Slidefilms 
* Depicto Films, Inc., in New 
York, is now demonstrating the re- 
sults of its several months research 
in wide-screen slidefilms. President 
John Hans and staff have felt that 
with the permanent switch of movies 
to the wider ratio, audiences have 
become accustomed to it and will 
come more and more to expect it 
in all film presentations. 

Depicto uses the Vistarama ana- 
morphic process in its current pre- 
sentation, and has delivered one 
film recently to Westinghouse. 

As demonstrated at New York’s 
National Sales Executives Convent- 
tion earlier this year, Depicto had 
two different systems on display. 
One employing a double frame 
image, requires some modification 
to a standard slidefilm projector. 
Another development, a film using 
a standard single frame image, was 
projected on a standard SVE In- 
structor projector, and proved 
equally as effective as the double 
frame system. 

In the Vistarama process, special 
auxilliary lenses are required for 
both the camera lens and the projec- 
tion lens. Taking lenses were leased 
from the Vistarama distributor, 





S.0.S. Cinema Supply Corp., while 
Vistarama projection lenses may be 
purchased outright. The price, 
which will be announced shortly, 
will be little more than that asked 
for amateur “home movie” type 
anamorphics. 

As seen on the screen, Depicto’s 
Vistarama presentations are billiant 
and sharp throughout the whole 
picture. Size limitations of the pro- 
jected image are only limited by 
the power of the projection lamp, 
but with standard projection equip- 
ment a theatre wide screen may 
easily be filled with a bright pic- 
ture. 

Depicto, with an early start in 
this field, is keeping technical pro- 
duction details close to the vest, but 
will say that while good projection 
results may be obtained with ordi- 
nary projection lenses, the quality 
of the camera lens must be ultra- 
critical. The company also reveals 
that the process is most conducive 
to the use of very bright colors. 

In addition to its development 
work on wide-screen slidefilms De- 
picto has completed a series of 
sample anamorphic slides, in several 


sizes. Re 
* * * 
Williamsburg Completes First 
in School Slidefilm Series 
* Cooking in colonial Virginia is 
the subject of a slidefilm being pro- 
duced for Colonial Williamsburg, 
Williamsburg, West Va. The first of 
several slidefilms designed for school 
use, the film on cooking will be 
available for distribution in early 
fall. 

Cooking In Colonial Days: A 
Williamsburg Kitchen contains 46 
captioned color frames. It is ac- 
companied by an eight-page teacher’s 
guide. Another slidefilm is in prepar- 
ation and more are in the planning 
stage. Nearing completion is /nde- 
pendence in the Making, the story 
of the events leading up to the 







Plus features never before 

offered! 

> instant Selection from 
Wide Choice of 12 Slides 
in Full View — (Finger 
slits). 

v Safely Holds & Displays 
12, 2x2” (card mounted) 
Slides on 1 page! 

Fits Standard %-ring Binder or in 8%x11”" 
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Revolution and the victory at York- 
town as seen through the eyes of a 
Williamsburg wigmaker. 

Later slidefilms will feature the 
Virginia Declaration of Rights; a 
story of plantation life in the 18th 
century, and (in a series) the 
colonial livelihood of a farmer, a 
professional man, and a craftsman. 
Prints of all these films will be 
available for purchase. 

Two other slidefilms being plan- 
ned will be distributed on a loan 
basis and will feature the major 
exhibits seen by the school visitor 
to Williamsburg. These films will 
be shown to elementary and high 
school students before they make 
their Williamsburg trip. 

od * * 

IBM Translates ‘Direct Line” 
for Overseas Sales Showing 

* An exposition of how “electronic 
brains” help make American busi- 
ness more efficient will be told to 
overseas audiences in three foreign- 
language versions of International 
Business Machine Corporation’s new 
22-minute sponsored color film, Di- 
rect Line to Decision. 

Produced by Raphael G. Wolff 
Studios, Inc., Direct Line to Decision 
has been translated into French, 
German and Spanish. IBM’s World 
Trade Corporation will distribute 
the film overseas concurrently with 
the picture’s general release in the 
United States. 

The international versions were 
prepared in foreign tongues immedi- 
ately upon IBM’s receipt of the 
first domestic answer print so that 
there would be no time lag in 
world-wide distribution. 


% * oe 


Pennsylvania’s Health Dept. 
Sponsors Film on Services 

* Completion of Prescription for 
Health, a color film sponsored by 
the Department of Health of the 
Commonwealth of Pennsylvania, 
has been announced by Louis W. 
Kellman Motion Picture 
tions. 

Produced by Bob Post Produc- 
tions, the 45-minute film contrasts 
present health techniques with those 
of the past through the dramatic life 
story of a small town doctor. 

As the death of his mother from 
a dread disease and his difficulties 
with an epidemic direct the doctor’s 
dedication of his life to the princi- 
ples of public health, the film shows 
how fear and ignorance of medicine 
and medical practices, prevalent 
earlier in the century, cost many 
lives. 

Prescription for Health depicts 
present operations of a public health 
center, including the scientific 
method of tracking down an epi- 
demic. 


Produc- 
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STUDIO “TAKES” 


News of Eastern Studios: 
* Robert Lawrence 
Inc., has established a 
subsidiary in 
Lawrence 
Ltd. 

John Ross, formerly of Cockfield, 
Brown & Co., has joined the com- 
pany as General Manager of the 
Canadian office. 

aoe ® = 





Productions, 
Canadian 
Robert 


(Canada), 


Toronto 
Productions 


* Projection Art Studios, Inc., pro- 
ducer of educational slide films, has 
appointed Robert L. Greenwell, a 
design and film consultant, as vice 
president. Mr. Greenwell will head 


up the company’s industrial film 
and television activities. 

* + * 
*C. Austin Love has been ap- 


pointed New York Sales Manager 
for Lalley and Love, Inc., motion 
picture producers. Mr. Love was 
1ormerly in charge of sales in the 
Pittsburgh area. 

The company has just moved to 
new quarters at 565 Fifth Avenue, 
New York. 

ae & oe 
* Al Dillinger has joined Reeves 
Sound Studios as a sound mixer 
after an absence of nearly eight 
years. 

During Dillinger’s absence from 
the Reeves Studios he was with the 
U.S. Army Signal Corps as Colonel, 
in charge of the Studio Division in 


Astoria, N.Y. 


7 7 ” 
* George Blake Enterprises, Inc. 
has received delivery from the 


Chrysler Corporation of a custom- 
built camera car. Equipped with 
shooting platform on the roof and 
at running board level, the car has 
specially lockers for 
film stock, lighting and sound equip- 
ment. 


constructed 


* * ~ 
*Tom P. Hawley has joined the 
Princeton Film Center, Inc., N.J., as 
sales manager. He formerly was 
with CBS network sales and the 
Bremmer Broadcasting Corporation. 
Hawley will be located in the firm’s 
New York office. 
* oa at 

* Walter Lowendahl, executive vice- 
president of Transfilm Incorporated, 
has been in Munich to establish a 
Transfilm unit for the production 
of stop-motion TV commercials. Ar- 
rangements for space and produc- 
tion facilities made at the 
Bavaria Film Studios. The company 
will also continue its arrangements 
with Joop Geesink’s studio in Hol- 
land, which now does stop-motion 
beer commercials (Goebel’s — De- 
troit) for Transfilm. 


were 





NEW FACILITIES IN HOLLYWOOD FOR JERRY FAIRBANKS 


This new Hollywood structure with a 120 by 70-foot sound stage will house 


Jerry Fairbanks Productions studio operations early this fall. 


* Jerry 


signed 


Fairbanks has recently 


lease-purchase papers ac- 


quiring the large tract of property 


and 


building at 1330 Vine St. in 


the heart of Hollywood for immedi- 


ate conversion into a motion picture 


Films are under- 
stood better and re- 
membered longer — with 
Victor's superb sound and pic- 
ture quality. 
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film trips protect films by stopping 
projector immediately in case of 
emergency. 


VICTOR 





studio and offices for Jerry Fair- 
banks Productions. 


Fairbanks will expand his Holly- 


wood operations by putting the 
Vine St. building into operation 


late in August for use by other TV 


SALES FILMS 


TRAINING FILMS 
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companies as well as his own TV 
and commercial units, and will also 
continue at his present studios on 
Sunset Blvd. where he has been lo- 
cated for 20 of his 26 years as a 
Hollywood producer of theatrical, 
television and commercial films. 

Remodeling work begins immedi- 
ately on the building, which was 
formerly the Radio Centre Market. 
Fairbanks plans to construct a 
sound stage 120 x 70 feet with of- 
fices, projection, cutting, makeup 
and dressing rooms in the main 
building. On the rear 
area, which runs from Afton St. to 
De Longpre St. he will construct a 
separate building for the other of- 
fices and a carpenter shop, mill, 
scene dock and garage. 

In addition to the $250,000 for 


two-story 


acquisition of the property Fair- 
banks plans to spend another 
$100,000 on alterations and new 
construction. Uy 





Account executive at Vogue- 

Wright Studios in Chicago is 

Joseph Betzer, recently named 

to that Films Division post. 

et * & 
Staff Changes at Kling — 
® Robert Koenig, writer and pro- 
ducer, has joined Kling Film Pro- 
ductions as a writer in the syndi- 
cated division, Fred A. Niles, Kling’s 
vice-president has announced. 

Before coming to Kling, Koenig 
was with Hal Nieman Associates 
and Brown and Bigelow of Denver. 
Earlier, he was associated with 
KWWL-TV, Waterloo, lowa. In Los 
Angeles, Koening was with the 
Anderson-McConnell advertising 
agency and TeeVee Productions. 
® Frank Toler of Nashville, Tennes- 
see, has been appointed as southern 
representative of Kling Film Pro- 
ductions, Chicago. Toler will repre- 
sent Kling Studios — art photogra- 
phy, publications and sales training. 
as well as in the company’s film 
transactions, in Tennessee, Georgia, 
Alabama and Kentucky. 

Toler was executive vice-president 
of Tompkins Motor Lines of Nash- 
ville for 12 years. Prior to that he 
was a sales representative in the 
major appliance field. 









Capital Film Laboratories’ Annual Statement Shows 
87% Sales Gain; President Notes Expanding Markets 


* Capital Film Laboratories, in its 
Annual Statement released by James 
A. Barker, president, in the past few 
weeks, showed a thumping increase 
in sales of 87 percent over the previ- 
ous year. Employees, too, have in- 
creased, and more of the latest 
equipment has been added to prop- 
erly care for this fast growing 
volume. 

Every month in the period of the 
report, March 31, 1954 to March 
31, 1955, showed an increase over 
the same month in the previous 
year. Services to film producers of 
all sizes and locations has expanded 
too, so that Capital Film Labora- 
tories serves a sizable coast-to-coast 
portion of the nation’s demands. 

Barker attributes the growth in 
the company’s business during the 
past yearly mainly to a lot of hard 
work — hard work in vigorously 
selling the company’s services, spark- 
plugged by the company’s Sales 
Manager, Jack Safford, and hard 
work by General Manager, Bill 
Brooks, in streamlining the plant 
operations for greater efficiency and 
greater service to Capital’s customer 
group. 

One of Capital’s services that 
came into real prominence this past 
year is the “Scotchtrack” Mag- 
netic Laminate Process perfected by 
the Minnesota Mining and Manu- 
facturing Company, and for which 
Capital is one of the three com- 
mercial licensees. Mr. Barker noted 
that the field of magnetic coating 
for motion picture films should have 
a great future indeed, because of 
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James A. Barker 


the higher sound quality attainable 
with a magnetic track. He added 
that in his opinion, Minnesota 
Mining and Manufacturing’s 
“Scotchtrack” was far and away 
the best of the bunch and the re- 
sponse to it from the industry dur- 
ing the past year has been remark- 
able. 

Although Capital Film Labora- 
tories percentage of increase ex- 
ceeded that of the industry as a 
whole, Mr. Barker felt that industry 
growth was naturally a big factor 
in the past year’s operations and 
continued growth of the industry in 
the future would aid Capital, and 
the lab industry in general. 

“There seems to be every indica- 
tion of continued growth and de- 
velopment of the 16mm motion pic- 
ture industry”, he “There 
seems to be a general awakening 
nationwide 


said. 


industrial and 
educational institutions of the uses 
of 16mm film to sell ideas, to edu- 
cate, and to promote the operations 
or products of a company. In tele- 
vision, the growth in the use of film 
has been very rapid but here again, 
the real growth seems to be ahead 
of us with an ever increasing num- 
ber of programs, most of which are 
on film.” 

“Furthermore, technological 
changes just around the corner in 
16mm _ negative positive color and 
other improvements, should aid in 
further broading the uses of the 
medium and thereby contribute to 
even greater growth.” i 


* * * 


Raceway Sponsors TV Spots 

* Animated Productions, Inc., New 
York City, has completed two filmed 
television commercials for Yonkers 
Raceway. A one-minute spot consists 
of live action plus animation. a 20- 
second spot consists entirely of ani- 


among 


mation. The agency is Franklin 
Bruck. 
>? 3955 
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Mr. Engel (seated) in new studio 


Walter Engel, Inc. Occupies 
New Facilities in Manhattan 

* Walter Engel, Incorporated has 
moved to new and larger studios at 
20 West 47th Street, New York. 
Mr. Engel, a former staff photogra- 
pher for Lire and a commercial 
photographer of note, has in recent 
years established a production firm 
specializing in industrial films and 
TV commercials. 

The Engel studios are remarkably 
self-contained, with full photo- 
graphic, sound, lighting and anima- 
tion equipment. A “house specialty”, 
demonstrated recently, is photo- 
graphic (as opposed to art) anima- 
tion, utilizing photographic \ still 
prints for effects that aré most un- 
usual. 

. 7. * 

K & W Film Service Corp. 
Established in New York City 
* Norman Witlen, former super- 
visor of the animation, camera and 
special effects department of Trans- 
film, Inc., and Ralph Koch, former- 
ly with Technical Films, have estab- 
lished K & W Film Service Corp. 

Located at 1657 Broadway, New 
York, the company 
with two of the most modern 
animation stands especially de- 
signed by Caesar-Saltzman. Optical 
benches and art facilities round out 
the equipment with which opticals, 
animation photography, special ef- 
fects, slidefilms, titles, negative cut- 
ting and matching and bi-pack work 
is produced. 


is equipped 


+. 7 * 


4. G. McAlister, Inc. Takes 

on All-Angle Camera Dolly 

® As part of an expansion program, 
J. G. McAlister, Inc., Hollywood, 
has acquired manufacturing, sales 
and rental right to the original Dual 
Steering, All-Angle Camera Dolly, 
formerly made by Stevens Rentals, 
Hollywood. 


J. G. McAlister will begin manu- 
facturing additional dollies immedi- 
ately so that sufficient quantity will 
soon be available to meet the rental 
demand of motion picture and tv 
studios throughout the country, the 
company reports. 
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New Remote Lighting Control 
* Century Lighting, Inc. is now 
demonstrating a new system of re- 
mote control presetting of lighting 
arrangements. 

Called the C-lector, the system 
consists of three units —— a master 
controller, console and relay and 
breaker It permits the 
operator to select any one of ten or 
more pre-selected lighting setups for 
one to a hundred or more lights. 


cabinets. 


The C-lector is designed to be 
useful for rapid handling of lighting 
arrangements for TV and motion 
picture studios, theatres, churches, 
lecture halls, etc. 

Price and technical information 
are available from Century Light- 
ing, Inc., 521 West 43rd Street, 
New York; and 1820-40 Berkeley 


Street, Santa Monica, Calif. 
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Along the Production Lines — 


Canada Cuts Tax on Films 

* Reduction of the sales tax on mo- 
tion pictures produced in Canada 
recently was put into effect by 
Canada’s Department of National 
Revenue. 

Where sponsors formerly paid 
10% tax on production budgets, as 
of July 1 they are paying a value of 
only 94% cents per foot of the fin- 
ished film. This rate applies to both 
16/35mm, b/w or color film. 

A 1000-foot motion picture cost- 
ing $30,000, for example, has been 
subject to $3,000 tax. Now the sales 
tax will amount to only $9.50. The 
10% sales tax still applies on the 
cost of release prints. 

The Association of Motion Pic- 
ture Producers and Laboratories of 
Canada have been negotiating for 
reductions for several years. 
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Feature Production in Western 
Canada by Parry Films, Ltd. 

* The first production of feature 
films in Western Canada will get 
underway this fall in new studios 
being built by Parry Films Ltd., in 
Vancouver, B.C. Lew M. Parry's 
new $50,000 building will enable 
him to expand from his present 
schedule of industrial and com- 
mercial films which has been grow- 
ing for the past 10 years. 

Plans call for a move to the new 
premises in September. Financing 
of the Parry Films expansion was 
done through a group of Vancouver 
business men. 

Parry has been in the film busi- 
ness on the west coast for more than 
a decade. He has built his reputa- 
tion with a long series of films deal- 
ing principally with subjects related 
to the province’s major industries — 
the forest, hydro power production, 
and aluminum industries. A series 
on safety in lumber mills is now in 
production, 

Parry is enthusiastic about this 
region of Canada as a location for 
feature production. British Colum- 
bia has every type of country which 
might be called for, he points out. 
There is mountain terrain, range 
country; laes, islands and fjords, 
settings with ocean backgrounds, 
forest areas, and alpin and glacial 


ranges form other scenery. 
* * au 


Associated Screen News, Ltd. 
Names Quebec Sales Chief 

® Associated Screen News Ltd., To- 
ronto, Ontario, has appointed Nor- 
man Hull as Quebec sales manager 
and A. D. Nicholson as laboratory 
sales manager. 

Both men are A.S.N. employees of 
long standing. Hull, for over 20 
years a cinematographer, has 
traveled six times around the globe 
for Associated Screen Studios. In 
Canada, his work ranged from taking 
the first aerial movie “shots” of 
what became the main air route 
across the Dominion to work on the 
Kitimat development for Man With 
a Thousand Hands. 

Nicholson has worked on every 
phase of film processing and print- 
ing. One of the first men in the 
country to work on color film 
processing, Nicholson’s accumulated 
experience will aid clients when the 
studio puts Canada’s first 35mm 
Eastman Color machine into oper- 


ation in the near future. 
* * _ 


Martin to Audio Pictures, Ltd. 
* Charles R. Martin has joined 
Audio Pictures Limited, Toronto, 
Ontario, as a producer-director. He 
will specialize in commercial film 
work. 


BUSINESS SCREEN MAGAZINE 


EXECUTIVE NOTES 


Bell & Howell Names Kreiman 
Head of Audio-Visual Sales 
* Appointment of Robert T. Krei- 
man as manager of audio-visual 
sales of Bell & Howell Company re- 
cently was announced by Carl 
Schreyer, vice president of mer- 
chandising. 

With headquarters in Chicago, 
Kreiman will direct the merchandis- 
ing of sound motion picture equip- 








Robert T. Kreiman 


ment, tape recorders and slide pro- 
jectors to the industrial, educational 
and religious fields. 

He joined Bell & Howell in 1949 
as a design coordinator in the pro- 
duction planning department. In 
1950 he was appointed manager of 
the personal equipment department 
and in 1951 was transferred to 
Seattle as district sales manager for 
Washington, Oregon, Idaho, Utah, 
Montana and Wyoming. In 1952 he 
served as sales training director in 
Chicago, in 1954 as district sales 
manager for the southwest. More 
recently he has been district sales 
manager in Buffalo, N.Y. 


* ~ * 


Don Zabel Becomes Director 
at Kling Film Productions 

* Don Zabel has been promoted to 
the position of director at Kling 
Film Productions, Chicago. 


Name Three Executives for 
Radiant Merchandising Div. 

* Appointment of three executives 
to head the re-aligned merchandis- 
ing division has been announced by 
Radiant Manufacturing Corpora- 
tion, Chicago. Named to new posts 
are: Wallace Bucher, sales promo- 
tion manager; George Baumann, 
advertising manager and Merrill 
Natker, assistant advertising man- 
ager. 

Bucher comes to Radiant from the 
direct mail promotion department of 
Standard Oil Company’s Chicago 
office and is a former partner of the 
Sales Progress Company, direct mail 
and promotion engineers, absorbed 
by Standard Oil in 1953. 

Baumann formerly was adver- 
tising manager of Autopoint Com- 
pany, a division of Cory Corpora- 
tion, Chicago. Natker has had ex- 
perience as account representative 
of ADS Advertising Agency and as 
an associate of Impulse Surveys, 
Chicago. 

* * * 
Fourth Expansion Announced 
by Florman & Babb, New York 


* Florman & Babb, motion picture 
equipment manufacturers and deal- 
ers, have announced their fourth 
expansion in four years. 

Acquisition of the building at 68 
West 45th St., New York City, pro- 
vides the company with a showroom 
measuring 100 feet by 20 feet and 
a large mezzanine floor. Other new 
business advantages include: 

1. Expanded rental facilities for 
cameras, Moviola editing equipment, 
lighting, sound recording, projec- 
tion, grip and other equipment. 

2. New, fully equipped machine 
shop for repair, maintenance of 
rental equipment, development of 
new products, custom-building of 
equipment, and for the production 
of F & B Cine Products. 

3. New credit facilities for new 
or used equipment — payments can 
range over a three-year period. 

4. Enlarged, fully qualified tech- 
nical staff, prepared to aid film 
makers with production problems. 
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scratch removal 


keeps films working - longer! 





Films can have a longer life than you think. We know, 
because we've specialized in restoring damaged films 
for over 16 years. People call us the “film doctors,” 
because our prescription always works. Our treatment 
saves you money — and makes good movies out of old 
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George W. Colburn Lab., Ace Film Lab., Caravel Films, Color 
Service, Jam Handy Org., Mecca Film Lab., Precision Filin Lab., 
Sarra, Transfilm, Warner Bros., United Artists, Paramount. 
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lighting problems? 


call Jack Frost 


Any time the job calls for extra light- 
ing, tough lighting problems on the set 
or on location anywhere, call on Jack 
Frost, world’s largest supplier of tem- 
porary lighting facilities. 

Our complete equipment and expert 
skills in lighting have been used for 
years on some of the country’s top 
shows, movie sets and TV productions. 
Rental Equipment at low cost. Service 
includes installation and removal all at 
the one low cost. 


Department BS 
234 Piquette Ave., Detroit 2, Mich. 
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Ce VARIETY in films useful 
to several kinds of audiences 
may be found in recent 16mm mo- 
tion pictures released for sale and 
rental by syndicated and _ institu- 
tional scources. A short roundup of 
new titles announced by these or- 
ganizations indicates the many cate- 
gories of subject matter available as 
program selections and permanent 
film library additions. 


for the Construction Man 
® Concrete Quality Control Tests, 15 


minutes, color, is an on-the-job 


process story. In construction loca- 
tions and laboratory demonstrations, 
it shows how carefully the batch 
mixes of large quantities of concrete 
are controlled. 
clude the 
Volume, 


Tests depicted in- 
slump, Kelly Ball, Air 
compressive and impact 
hammer. One sequence shows the 
pouring of tremendous quantities of 
ready-mix concrete with 
equipment and rigs 


power 
photographed 
during the construction of the new 
Beverly Hilton Hotel, Beverly Hills, 
Cal. The film notes that concrete is 
popular because it meets construc- 
tion demands for quality. The 
demonstration short is available for 
purchase at $150.00 and rental at 
$5.00 from University of California 
Extension, Los Angeles 24, Cal. 


Motion Study for Foremen 
* The Motion 


Study, 15 minutes, color or black 
white, is designed to introduce fac- 


Foreman Discovers 


tory foremen, supervisors and stu- 
dents to the field of motion study 
and simplification of work. In a 
story situation, it shows the experi- 
ence of a foreman as he encounters 
motion study for the first time. The 
movie aims at creating an aflirma- 
tive attitude toward the whole field 
of motion study rather than the 
teaching of principles. The sales 
price of this film in color is $150.00, 
in black/white, $67.50; color rental 
price is $5.00, black/white rental - 

$3.00. Contact U. of Cal. Extension 


—- address above. 


Fundamentals of Production 
® The Basic Elements of Production, 
13 minutes, black and white, is a 
high school level subject designed 
for social, 


economic and political 


studies; it could serve as a general 
indoctrination film for industry. The 
film explains that men have to work 
for the goods and services they de- 
sire. While our standard of living is 
comparatively high, we need to pro- 


duce more. This can be accom- 


plished if we make full use of the 


four elements of production: raw 
materials, labor, capital and man- 
agement. This picture is available 
for purchase from Encyclopaedia 
Britannica Films, Wilmette, Il. 
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Preview Notes on Useful Films 


Time Planning for Salesmen 
® O/ Time and Salesmen, 
utes, black / white. 
tested sales-training film. It drama- 


32 min- 
is described as a 


tizes the effect of a poorly organized 
schedule on a salesman’s quota and 
outlines a simple system of pre-call 
planning that can be adapted by 
Shown more 
than 1500 times before 
ganizations, the film is available for 
purchase at $100.00 from Dun & 
Bradstreet, Inc., Dept. 11,99 Church 
St.. New York 8. N.Y. It is also dis- 


almost any salesman. 


sales Oor- 






IN 15 YEARS... 
MOVIE-MITE . . . 


tributed nationally by Movies, 


U.S.A. offices in the U.S. 

Coal & Cooperation in Britain 
® Under the Surface, 20 minutes, is 
directed to adult and school groups 
studying world affairs and socio- 
economic problems. The documen- 
tary describes the partnership be- 
tween the British coal miner and the 
scientist and how this partnership 
developed from explosion prevention 
to research into safety, welfare and 
production problems and _ better 
methods of coal utilization. The film 


lf you need a 
OVIE bettie a 


NO ONE HAS DUPLICATED THE 
IN WEIGHT, SIMPLICITY, OR PRICE 


for information write to... 


THE CALVIN CO. 


1105 TRUMAN ROAD 


KANSAS CITY 6, MISSOURI — HA. 


1230 
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maintains that the planned cam- 


paign of scientific service, made 
possible by uniting hundreds of col- 
lieries under the National Coal 
Board, has resulted in solution of 
age-old problems, in improvements 
in the safety and health of the 
miner, and increased output. Under 
the Surface is available for pur- 
chase at $55.00 and rental at $2.50 
from British Information Services, 
30 Rockefeller Plaza, New York 20, 
New York. 

Preventing Industrial Accidents 
*/t Didn't Have to Happen, 13 
minutes, was produced for the On- 
tario Accident Prevention Associ- 
ation and is being distributed com- 
mercially in the United States. It 
shows employees in industry why 
guards are put on machines and 
how guards should be used. An 
accident-in-point teaches lesson 
when a plank jams as it is being 
cut on a circular saw. The plank 
kicks back like a bullet, apt to kill 
anyone in its path. In the U.S., this 
film is available for purchase at 
$75.00 and rental at $5.00 from 
International Film Bureau, Inc., 57 


E. Jackson Blvd., Chicago 4, Ill. 


Understanding Youth's 

Problems: a Discussion Kit 
* Preface to a Life, a 31-minute 
sequence featured in a Panel Dis- 
cussion Kit compiled for mental 
health, child study, parent-teacher, 
civic, club and church audiences. 
The National Institute of Mental 
Health of the Public Health Service, 
U.S. Department of Health, Educa- 
tion and Welfare, in cooperation 
with United World Films, Inc., pre- 
pared this kit which contains a 
l6mm film clip and six copies of 
an outline guide for panel discus- 
sion. The film sequence shows a boy 
in situations involving two types of 
neighbors; a scene depicts the boy’s 
unsuccessful attempt to share with 
his father a happy incident. The kit 
is available at $7.50 from United 
World Films, Inc., 1445 Park Ave., 
New York 29, N. Y. 


Facts on Children Walking 
® Your Children Walking, 18 min- 
utes, carries a health message for 
parents. In a good-humored man- 
ner, the film stresses the value to 
the growing child of suitable exer- 
cise, regulated rest periods and con- 
stant attention to the size, shape, 
and flexibility of footwear. It treats 
of remedial exercise and medically 
prescribed shoes to check deformi- 
ties early. A B.LS. release, this film 
is available for sale (price not 
listed) and rental at $2.50 from 
McGraw-Hill Book Co., Inc., Text- 
Film Dept., 330 West 42nd St., New 
York, N.Y. 








SPONSOR RE-CREATES EARLY STEAM ENGINE FOR FILM 







ra 


2 oe 
& 


This Newcomen engine of 1700 was created for a new Melatron film. 


* A motion picture sponsor who 
likes to build sets and props for his 
films is George A. Starbird, presi- 
dent of Los Angeles’ Meletron Cor- 








For |6mm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only bear 
original this 
Fiberbilt TRADE 

Cases MARK 
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SOUND RECORDING 


at a reasonable cost 
High fidelity 16 or 35. Quality 
guaranteed. Complete studio and 
laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., 
Cleveland 3, Ohio 
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poration, manufacturer of pressure 
switches. 

For his latest picture, The Pulse 
of Automation, currently being pro- 
duced by Raphael G. Wolff Studios, 
Inc., of Hollywood, Mr. Starbird has 
had his company engineers con- 
struct giant mockups of a micro- 
switch, a knife switch and a full- 
scale working model of a Newcomen 
steam engine of 1700. 

The latter, standing 14 feet high 
and 24 feet across, probably is the 
only Newcomen engine seen in the 
United States. Properly called a 
“fire engine,” it obtained power 
from a steam-induced vacuum. It 
was introduced in England at the 
start of the 18th century, 
years before James Watt's 
famous engine. Widely used to 
pump water from collieries, the 
Newcomen stayed in vogue for about 
60 years. 


many 
more 


Painstakingly constructed and 
“aged,” the model’s huge cylinder is 
of wood bound with brass straps: its 
wooden piston, sealed with a leather 
gasket, operates a massive “walking 
beam.” Chains, lead pipe, brick and 
crude valves constitute its other com- 
ponents. The engine is used in the 
new film to dramatically demonstrate 
the lack of elementary automatic 
controls at the birth of the machine 
age. 

The Pulse of Automation is the 
second motion picture Wolff Studios 
has produced for Meletron. The first, 
The Meletron Story, was filmed two 


years ago. I 
* * ” 


Association Films’ to La Grange 
* To serve its midwestern motion 
picture customers more efficiently, 
Association Films, Inc., has opened 
a new, enlarged film exchange in 
La Grange, Ill. located at 561 Hill- 
grove Ave. The former library, at 
79 E. Adams St., Chicago, has been 
discontinued. 
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COMPLETE MOTION PICTURE EQUIPMENT 


RENTALS 


FROM ONE source 


CAMERAS 
MITCHELL 


16mm 

35mm Standard 

35mm Hi-Speed 

35mm NC ® 35mm BNC 


Colortran 
Century 
Cable 


LIGHTING 


Mole Richardson 
Bardwell McAlister 


Spider Boxes 


BELL & HOWELL 


Standard ® Eyemo ® Filmo 


ARRIFLEX 


lémm @ 35mm 


WALL 


35mm single system 


2000W-75 


Barn Door 
Diffusers 
Dimmers 
Reflectors 


ECLAIR CAMERETTE 
35mm © 16/35mm 
Combination 


AURICONS 

all models single system 
Cine Kodak Special 
Maurer ® Bolex 

Blimps ® Tripods 


DOLLIES 

Fearless Panoram 
Cinemobile (CRAB) 
Platform ® Western 
3 Wheel Portable 


Bull Switches 
Strong ARC-Trouper 
10 Amps 110V AC 5000W- 


Ow 


CECO Cone Lites 
(shadowless lite) 
Gator Clip Lites 


$ 


WE SHIP VIA AIR, 
RAIL OR TRUCK 


FRANK C 


EDITING 


Moviolas ® Rewinders 
Tables ® Splicers 
Viewers (CECO) 


GRIP EQUIPMENT 
Parallels ® Ladders 

2 Steps ® Apple Boxes 
Scrims ® Flags 

Gobo Stands 

Complete grip equipment 


SOUND EQUIPMENT 
Magnasync-magnetic film 
Reeves Magicorder 

Mole Richardson Booms and 
Perambulators 


Portable Mike Booms 


Portable Power Supplies to 
operate camera and recorder 


ZUCKER 


( AmeRA CQuIPMENT ©. 


Dept. S-8-19 ®@ 1600 Broadway @ New York City 
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A BUSINESS SCREEN “SPECIAL” FOR MID-OCTOBER! 










TWIN-SELECTROSLIDE 

WITH 96 SLIDE CAPACITY 
Here’s an unbelievably versatile 
automatic slide changing projector 
using 2x2” slides. (These can be 
made from natural color or black- 
and-white 35mm film). Here’s projec- 
tion as you want it—and need it, with 
scientific precision and accuracy, 


A 
4 


2201 Beverly Bivd 


You Asked for it—Here it is 


| 
I 
| 
| 
| 
| 
| 
| 
| 
| 
~ 4 


Los Angeles 57, Calif 








either by remote control or set auto- 
matic controls. 

SELECTROSLIDE helps you sell 
ideas, products, facilities... we will 
be glad to send you the name of our 
nearest dealer to demonstrate the 
new TWIN-SELECTROSLIDE or any 
of our other excellent models. Write 
for illustrated literature. 


®@ Greater 
flexibility 
and efficiency 


@ Can be used 
for Stereo 
Realist or 
Leian Stereo 


@ New control 
unit mounted 
in rear 


@ Endless sound 
adaption 


mh is possible 


Spindler & Sauppe ESTABLISHED 1924 


Phone: DUnkirk 9-1288 
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__EASTERN STATES _ 


© CONNECTICUT * 


Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 


¢ MASSACHUSETTS « 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 





°e NEW JERSEY « 
Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


e NEW YORK « 
Association Films, Inc., 347 
Madison, New York 17. 


Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 


Comprehensive Service Co., 245 
W. 55th St., New York 19. 


Crawford, Immig and Landis, 
Inc., 265 West 14th Street, 
New York 11, New York 


The Jam Handy Organization, 
1775 Broadway, New York. 


Ken Killian Co. Sd. & Vis. Pdts. 
17 New York Ave., Westbury, 
N.Y. 

8. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 
Training Films, Inc., 150 West 

54th St., New York 19. 

Visual Sciences, 599BS Suffern. 


¢ PENNSYLVANIA ¢ 


The Jam Handy Organization, 
Gateway Center, Pittsburgh 22. 


J. P. Lilley & Son, 928 N. 3rd 
St., Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


® WEST VIRGINIA « 
B. S. Simpson, 818 Virginia St., 
W., Charleston 2, PH 6-6731. 





SOUTHERN STATES 


¢ ALABAMA e 
Lewis M. Stone, Projector Serv- 
ice. “Specialized in Service.” 
1409 Ford Ave., Tarrant City 7, 
Ala. 





¢ FLORIDA « 


Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


® GEORGIA e¢ 
Colonial Films,71 Walton St., 
N.W., ATwood 7588, Atlanta. 
Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 





NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


* LOUISIANA e 
Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


¢ MISSISSIPPI ¢ 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


e TENNESSEE °¢ 
Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 


ville. 


e VIRGINIA ¢ 
Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
Ma 5-1371. 





MIDWESTERN STATES 


e ILLINOIS ¢ 


American Film Registry, 24 E. 
Eighth Street, Chicago 5. 


Association Films, Inc., 79 East 
Adams St., Chicago 3. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 1- 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 





¢ IOWA e 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


¢ KANSAS-MISSOURI ¢ 
Erker Bros. Optical Co., 908 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


¢ MICHIGAN « 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


¢ OHIO ¢« 


Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati. 


e OHIO e 


Academy Film Service Inc., 
2110 Payne Ave., Cleveland 
14, 


Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 


The Jam Handy Organization, 
310 Talbott Building, Dayton 2. 


Twyman Films Inc., 400 West 
First Street, Dayton. 


M. H, Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES 


¢ CALIFORNIA ¢ 
LOS ANGELES AREA 


Donald J. Clausonthue Co., 1829 
N. Craig Ave., Altadena 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 


The Jam Handy Organization, 
1402 Ridgewood Place, Hol- 
lywood 28. 


lialke Company, 829 S. Flower St.. 
Los Angeles 17. 


Spindler & Sauppe, 2201 Beverl; 
Blvd., Los Angeles 4. 








SAN FRANCISCO AREA 


Association Films, Inc., 351 Turk 
St., San Francisco 2. 


Westcoast Films, 350 Battery St.. 
San Francisco 11. 


¢ COLORADO « 


Dale Deane’s Home Movie Sales 
Agency, 28 E. Ninth Ave., Den- 
ver 3. 


¢ OKLAHOMA e« 


Cory Motion Picture Equip- 
ment, 522 N .Broadway, Okla- 
homa City 2. 


© OREGON « 






















The Victor Mognascope V200 


Victor’s Magnascope Projects 
Microscopic Slides for Study 

* Magnascope V200, designed to 
enlarge microscopic specimens up 
to thousands of diameters, is the 
latest market entry of Victor Ani- 
matograph Corporation, Davenport, 
lowa. 

The new unit is engineered for 
use in schools, research laboratories, 
medical centers, industry and agri- 
culture. With the Magnascope V200, 
microscopic slides and specimens 
can be projected on a screen for 


| large group showings or on a table 


top for small groups or for sketch- 
ing purposes. When projecting on 
the wall screen, image size is limited 


| only by the length of throw as with 


any projector. 

The Magnascope is said to pro- 
vide the same resolution of detail 
as found in the finest microscopes 
regardless of the degree of magni- 
fication. The unit employs special 


_ matched lenses for its light con- 
| densing system to give light of high 


intensity, matching the requirements 


| of high power objective lenses. A 
| variable-focus light condensing sys- 


tem assures maximum illumination 

with standard microscopic lenses. 
The lens turret is indexed for fast 

positive centering of lenses over the 


| specimen stage. Focusing can be 
| done from either side of the unit 


Moore’s Motion Picture Service, | 


33 N. W. 9th Ave., Portland 
9, Oregon. 


e TEXAS ¢ 


Association Films, Inc., 1108 
Jackson Street, Dallas 2. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


e UTAH ¢ 


Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 
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with a single control. The unit has 


| a 200-watt lamp, is blower cooled, 


has a heat filter for protection of 
live specimens, and its specimen 
stage is level at all times. It weighs 
eight pounds. 


* * + 


| §.0.S. 16mm “Action Viewer” 


Gives 3 x 4-inch Film Scene 

* A 16mm viewer which projects a 
3 x 4-inch “aerial” image has been 
placed on the market by S.O.S. 
Cinema Supply Corp. The S.O.S. 
l6mm Action Viewer will enable 
editors, laboratory workers, anima- 
tors and tv technicians to run origi- 
nals as well as prints without film 


| scratches or damage to sprocket 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTIONE 


holes, it is claimed. 
The unit features a coated, re- 






volving optical prism with magni- 
fier viewing glass. Self-lubricating 
bearings, individual frame and fo- 
cus knobs, a high-power projection 
lamp with adjustable brightness 
control, and a built-in cue marking 
device are featured. The Viewer can 
be used in a lighted room and pro- 
jects an easily read image at 10 to 
14 inch distance. Five second thread- 
ing, left to right, allows the film to 
be rewound without passing through 
the Viewer. 

A special base also is available 
on which the Viewer and an S.0O.S. 





The S.0.S. “Action Viewer” 


Ediola Sound Reader, optical, mag- 
netic or combination optical/mag- 
netic, can be placed in exact syn- 
chronization. The S.O.S. Action 
Viewer is built of rugged aluminum 
alloy, measures 16 x 20 x 12 inches, 
weighs 9 lbs., and is priced at 
$124.95. With Sound Reader, the 
prices start at $337.45. 

* * . 
Radiant Announces Redesigned 
“Screenmaster” Model Ready 
* Radiant Manufacturing Corp., 
Chicago, has announced that the 
first of their completely redesigned 
projection screen models, the 
“Screenmaster,” is in full production 
and available for immediate delivery. 

Improved features of the 1956 
model Screenmaster include a new 
functional “teardrop”-design case 
for greater strength and stability, a 
smoother roller action, “Easy-Glide.” 
Also incorporated is an automatic 
leg-lock device said to provide in- 
stant, effortless leg opening when 
setting up the screen. 

The Screenmaster features flame 
and mildew-proof “Vyna-Flect” 
glass-beaded fabric and is available 
in eight sizes from 30” x 40” to 70” x 
70". 

% * * 
* New, revised wall charts listing 
all current Radiant price informa- 
tion are now available from the firm 
at 2627 W. Roosevelt Rd., Chicago. 
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NEW AUDIO-VISUAL EQUIPMENT 





Recent Equipment Developments for Production and Projection 





Switch on at silent 

The Super-40 Shutter automatically presents 
three shutter blodes. With three light inter- 
ruptions per shutter revolution . . . and 16 
frames-per-second operating speed . . . the 
Pageont develops 48 light interruptions per 
second. Comfortable, flicker-free projection 
with stondord illumination 


Switch to sound 





speed 

The Super-40 Shutter shifts automatically to 
two blades, and screen illumination is in- 
creased by more than 40%! Yet at 24 
frames-per-second sound speed, there ore 
still 48 light interruptions per second . . . and 
your movies, though amazingly brilliant, ore 
still comfortably free from flicker. 


Or lock in 3-biaded position 

For those occasions when you don't need the 
extra brilliance of a two-bloded shutter — 
projection in very small rooms, for example— 
@ special latch lets you lock the shutter for 
standard illumination. And when you wish to 
return to automatic control, just release the 
locking lever. 


The drawings above show principle of the new Kodak “Super-40 Shutter” 





Kodak’s 16mm Pageant Projectors Feature New “Super-40 Shutter” 


* “Super-40 Shutter,” a new shut- 
ter mechanism on the Kodascope 
Pageant 16mm _ sound projectors 
which shifts automatically between 
two and three-bladed positions, is 
designed to increase screen illumi- 
nation while retaining freedom from 
flicker during the showing of sound 
and silent motion pictures. De- 
veloped by the Eastman Kodak 
Company, the new shutter was intro- 
duced at the National Audio-Visual 
Conference in July. 

With the Super-40 Shutter, the 
Kodascope Pageant becomes an all- 





purpose machine. Equipped for 
sound and silent projection, it is 
capable of projection under “nor- 
mal” conditions and for use under 
difficult conditions of illumination: 
in hard-to-darken rooms, in large 
halls and wherever additional screen 
brilliance, extra-long projection 
throws or unusually large images 
are required, 

Operated at 16 frame silent speed, 
the Super-40 has three blades and 
provides 48 light interruptions per 
second. When the projector is oper- 
ated at sound speed, the additional 








DIAMATIZE your mectins 


with a dynamic 





COMMERCIAL PICTURE 


OULIPMENT, INC. 

1800 W. COLUMBIA AVE. HICA : 
BRiargate 4-7795 

N.Y. Phone: Plazo 7-0200 











WRITE FOR FREE CIRCULAR 


Standard Port-a-Stages and new unique de- 
sign Port-a-Stages are engineered for 
strength and are rock steady. Practical for 
traveling or one time shows. 


RENT OR BUY 


centrifugal force produced actuates 
a mechanism that changes the shut- 
ter to two blades. At sound speed, 
the shutter transmits over 40% ad- 
ditional illumination, yet maintains 
its 48-shutter rate, the company re- 
ports. : 

When the extra brilliance of a 
two-bladed shutter is not required. 
a special latch permits the operator 
to lock the shutter for standard 
illumination. The Super-40 Shutter 
returns to automatic operation when 
the latch is released. 

Greater brilliance is required fo: 
the larger screen sizes used in mod- 
ern 1l6mm_ projection. Improved 
room-darkening techniques and the 
incorporation into 16mm projectors 
of faster lenses and lamps of greater 
capacity provide a partial solution, 
Eastman points out. The key to 
light transmission, however, always 
has been the projector shutter, it 
is noted, and this is the problem 
the Super-40 is engineered to solve. 

Three Pageant audio-visual mod- 
els now are equipped with the 
Super-40 Shutter. These include the 
AV-073 (7-watt, 8-inch speaker, 
single case), priced at $425.00; the 
AV-153 (15-watt, 12-inch speaker, 
2 cases), at $530.00; and the AV- 
153-S (15-watt, 8-inch, single case) 


at $455.00. wy 


Port-a-Stage 


~ 
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The new “Dual Reader” 


Dual Reader, 16mm Film Editor 
Introduced by The Camera Mart 
* Dual Reader is the trade name of 
a new addition to the field of 16mm 
film editing equipment recently in- 
troduced by The Camera Mart, Inc. 
New York. The device consists of 
an optical sound reproduction unit, 
a combination amplifier-speaker, 
and a base plate on which any 16mm 
motion picture viewer can be used 
in conjunction with the sound. 

The design of the Dual Reader 
permits the sound head to be posi- 
tioned for single or double system 
tracks and for editing from right 
to left or left to right viewers, and 
can be adjusted so that the picture 
and sound are separated exactly 26 
frames for synchronization. An opti- 
cal slit with pre-focused exciter 
lamp socket will read either variable 
area or variable density tracks. 

The 4-watt amplifier is complete 
with a built-in Alnico speaker for 
distortion-free reproduction of 
music and speech. A separate ex- 
citer lamp rheostat control is in- 
corporated to increase or decrease 
the intensity of the lamp which is 
essential for hi-fidelity sound. 

All parts are precision-machined 
and a highly polished, chrome- 
plated film track affords safe travel 
for the film. Other features of the 
amplifier include volume control, 
headphone jack, amphenol plug con- 
nections, and four feet of shielded 
cable. 

Safety fused, the equipment oper- 
ates on 110-120 volts, 60 cycles, 
AC, and is priced at $195.00. For 


descriptive literature, write to The 


Camera Mart, Inc., at 1845 Broad- 
way, New York 23, N.Y. y 
* * ~ 
Houston Fearless Shows New 

“Labmaster” Film Processor 
* “Labmaster” is the name of a new 
film processor introduced by Hous- 
ton Fearless Division, Color Corp. 
,of America, Los Angeles. The new 
machine is described as designed for 
easy operation and quality process- 
ing of 16mm negative or positive 
black and white film — priced to fit 
the budget of small motion picture 
labs or small television stations. 
The Labmaster features an im- 
proved “in-line” design with all 
parts accessible for easy operation 
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Recent Equipment Developments for Reproduction and Projection 


and maintenance and makes possible 
installation against a wall. It is day- 
light operating. 

The unit is completely self-con- 
tained. Film is transported by a 
friction clutch drive and speed of 
operation is variable from 10 to 35 
feet per minute, depending on type 
of film, energy and temperature of 
solutions. Developer and fixer tanks 
have temperature control and re- 
circulation is provided for the de- 
veloper. All tanks are equipped with 
bottom drains. 

Other include an im- 
proved air squeegee, built-in air 
compressor, spray combined wash, 
infra red strip heaters in dry box, 
and filtered forced air dry box with 
exhaust duct outlet. 


features 


Engraved “Sound Book” Plays 
Eight Uninterrupted Hours 

* Sound Book—a new sound re- 
cording device which can play un- 
interruptedly for eight hours — has 
been placed on the competitive 
counter alongside the long-playing 
dises and the tape machines. Sound 
Book was developed in Germany by 
the Tefifon Company. It is being 
distributed exclusively in the United 
States by the Audio-Master Corpora- 
tion, New York. 

Audio-Master sees as its initial 
market the long - playing - music - 
lovers at home, the radio stations 
looking for an automatic record- 
jockey, factories, offices, restaurants, 
department stores which use music 
for background or functional pur- 
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poses as part of their daily oper- 
ation. 

But Tefifon also is being aimed 
at the educational and industrial 
fields where its longevity can vie 
with other sound systems in indoc- 
trination and training amplification. 
The Sound Book can become a 
sonic text or copybook, a compend- 
ium of lectures, an omnibus of 
literary selections, playing at new 
lengths instruction courses, sales 
training programs and similar in- 
formational chapters in the indus- 
trial field. 

It is conceived that music and 
courses can be sold outright or ro- 
tated on a rental library basis. The 
sound package is small, can be 
placed in a container and sent 
through the mail without fear of 
breakage. 

To introduce Sound Book, Audio- 
Master is accenting its quality and 
endurance as a high fidelity song 
book. A representative library has 


ae 


been established and the firm is 
releasing approximately 40 Sound 
Books ranging in playing time from 
one to four hours. The schedule 
calls for 10 new Sound Books to be 
made available per month. The 
library at present features a wide 
diversity of classical, semi-classical 
and other kinds of music. 

The sound for the Sound Book 
is supplied by a needle “reading” an 
engraved process on pure vinylite 
with an average of 82 grooves on 
a 14-inch band. The sound process 
is in a cartridge measuring 6 x 5!- 
inches. To play the Sound Book, the 
window face is slid back and the 
soundband extended in a loop. The 
loop is placed around the playing 
wheel of a special play-back ma- 
chine in the manner that a record 
is placed on a turntable. The needle 
is set against the soundband and 
the tone starts. If a specific sound 
section is desired, a selector spots it 
immediately. 

As the unit plays, the soundband 
revolves in the form of a figure 
eight, winding and rewinding auto- 
matically. The soundband is safe 
from breakage by inexperienced 
hands. according to the distributor 
who also counts the engraved band’s 
nonerasability an advantage. i 
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MEAD JOHNSON & CO MY PRESENTS 












Wen baby goes home, 
a complex new world begins for his 






proud parents. 






An entertaining motion picture, released by 






Mead Johnson and Company, explains the new 






baby’s basic requirements. It tells, with dramatic 






clarity, what new mothers should know before they 






leave the hospital ... to make baby comfortable . . . to 






keep him happy. . . to enjoy him. 






Produced by The Jam Handy Organization, “Baby 






Goes Home” skillfully combines entertainment 






with sound, practical information. 






Get your message across simply, effectively. 






dramatically, with the help of — 





